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ENGINEERING AND MINING JOURNAL Readership Insurance 


All over the world 
Wherever there’s mining 








50 McGraw-Hill circulation salesmen 

Call on the important buying influences 

At every worth-while mine 

Mill, smelter, refinery and operating headquarters 

Selling readership in ENGINEERING AND MINING JOURNAL 


Congineerngy 
By showing mining men — your customers — 

if C) / The benefits to be obtained 
Sonny your From reading ENGINEERING AND MINING JOURNAL 
McGraw-Hill readership salesmen 
Have enabled E&MJ to claim 


Year after year 


(it 





Readership Insurance 


More paid subscribers 

In the United States 

In foreign countries 

In the world 

Than any other mining publication 


These readership salesmen 

Insure ENGINEERING AND MINING JOURNAL advertisers 
That E&MJ is reod by its subscribers 

Because they have been sold 

On the benefits of reading E&MJ 











Editorial readership gets advertising readership 


A McGRAW-HILL PUBLICATION (@ 
AbD 330 WEST 42ND STREET 
NEW YORK 36,N.Y. 














Three of the Outstanding Values from 





ADVERTISING IN THOMAS REGISTER 


Advertising in T. R. continually produces “top quality” inquiries re- 
sulting in sales. In terms of purchasing power and volume of purchasing, 
T. R. far exceeds any other such publication. It is an established fact that when 
advertising expenditures are curtailed T. R. advertising is usually retained. Such 


is the faith in T. R.’s power to produce “Inquiries that result in Sales’’. 


Advertising in T. R. cooperates with and enhances the value of all other 


advertising. A. In addition to originating buying inquiries directly, it presents 
product descriptive advertising at time and place of sales opportunity when no 
other advertising is in immediate evidence. B. It revives impressions created by 
other advertising, when the complete source-of-supply for a particular product 


is desired. 


Advertising in T. R. will establish your name in industry. The buyers 
who represent better than 60% of the total industrial purchasing power of the 
United States are continually aware of T. R. advertisers and the products they 
make thru their continued reference to T. R. product descriptive advertising, 


product listings, index to manufacturers and trade name index. 


It will pay you now fo find out why 
10,384 advertisers use space in the 1953 edition 


Sd = © TOMS @ 
Sas ga _AEGISTER 


96% PAID CIRCULATION 


Thomas Publishing Company 
461 Eighth Avenue, New York 1 
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Looking for More Business 


in Residential 
Warm Air Heating? 


in Residential 
Summer Cooling? 


in Sheet Metal 
Contracting? 


®@ 


267 MANUFACTURERS 
ARE SELLING FROM THE 
1953 EDITION 


0 


RODUCTS DIRECTOY HST EVERY KNOWN PRoDUCT 


’ ,. All Manufacturers 
and their addresses 





...All trade names 


..+ Then Complete Information on Your Products 
Belongs in This Buyers’ Guide 


Next January another Directory Num- 
ber of AMERICAN ARTISAN—the field's 
standard product reference for 1954— 
over 10,500 paid circulation, 

Each year this Directory enables man- 
uvfacturers to place their product data in 


the hands of KEY organizations who 


used in residential heating, summer cool- 
ing and sheet metal contracting. 

You should use sufficient space to detail your 
entire line—give capacities, dimensions—include 
adequate information from which PURCHASES 
can be made. 

You can insert your present product literature, 
or we can print what you require. Either way, 
the cost is surprisingly low—both agency and 


cash discounts applying. Write for Explanatory 


purchase more than 80% of all products Bulletin (at left) —better still reserve space NOW! 


~ KEENEY PUBLISHING «¢ 6 N. MICHIGAN ¢ CHICAGO 


AIR CONDITIONING HEADQUARTERS 
NEW YORK: 1734 Grond Centrat Terminal CLEVELAND: 3734 Woodridge Rd. LOS ANGELES: 672 S. Lafayette Park Place 
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For contents of previous issues of Industrial Marketing, consult the Industrial Arts Index in the library. 
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MAGAZINE SERVES ALL 
BUYING INFLUENCES 
OF ALL RAILROADS! 





There are SIX railroad business publications—five monthlies and a 

weekly. Four of the monthlies are edited for one department only, BUT 
MODERN RAILROADS is edited for—and read thoroughly by—ALL BUYING INFLUENCES IN 
ALL DEPARTMENTS OF ALL RAILROADS! 
Yes, Departmental Users, Executive Approvers and Purchase Order-Placers—ALL read 
the ONE BIG, BROAD-COVERAGE MONTHLY railroad publication, MODERN RAILROADS. 


COVERAGE... Yes, Indeed! MODERN RAILROADS HAS MORE RAILROAD ons| 

COVERAGE THAN the COMBINATION OF ANY THREE OTHER RAILROAD PUBLICATIONS 
MONTHLY OR WEEKLY—CLAIMING TO REACH EITHER DEPARTMENTAL GROUPS, 

MANAGEMENT OR PURCHASING OFFICIALS! 

EDITORIAL PACE... Since its beginning, MODERN RAILROADS has set and maintained 

a new editorial pace in the railroad field. Authoritative, staff-written articles give 

complete—and completely researched—articles on all departments in every issue. 


@ Executive & Management Articles of cur- 
rent interest 


@ Engineering, Maintenance of Woy and 
Signaling articles. ‘In the Field” reporting! 

@ Traffic Officials read MODERN RAILROADS 
for the broad knowledge required of the 
facilities they are selling 

@ Purchasing Agents and Storekeepers de 
pend upon MODERN RAILROADS to keep 
completely up-to-date 


@ Operating Department Coverage — with 
plenty of pictures 

@ Mechanical and Electrical Department in 
formation in every issue. Facts, figures 
photos 





ADVERTISING PACE... The new all-coverage, on-the-spot reporting technique of 
MODERN RAILROADS has set an editorial pace which is responsible for the fact that 
TODAY MORE ADVERTISERS SPEND MORE DOLLARS PER ISSUE IN MODERN RAILROAD 
THAN IN ANY OTHER THREE RAILROAD PUBLICATIONS COMBINED! 


MODERN RAILROADS IS BIG ("Life’-size); 


PRAILROADS 2.0% s02202 


201 N. WELLS STREET, CHICAGO 6, ILLINOIS 
441 LEXINGTON AVE, NEW YORK © 459 THE ARCADE, CLEVELAND + 423 FIRST TRUST BLOG, PASADENA 


Beautiful (More pictures, 4-color covers); 
POWERFUL!(Ask any advertiser—or use it 
and find out for yourself!) 




















ONE! 


This huge new, BILLION-dollar industry has grown so fast that UNTIL TODAY, it. was impossible 
to reach decision-makers for the entire market! Sellers had to approach electrical engineers 
through one magazine, finish and design engineers through another, the management and sales 
executives through others, and so on through all departments ... many, many other departments 
—plastics, castings, materials handling, purchasing ... in fact an entire industrial field within 
one market—now ALL available through ONE publication—the BIG, LIFE-sized Pictorial, Fast- 
moving, APPLIANCE MANUFACTURER! 





Ap PLIANCE Executives in ll divisiend: the men who decide when to build 
inventory, when to re-design, what to buy, how to ship, which firms to do 
M ANU FAC T U RE R business with! APPLIANCE MANUFACTURER IS THEIRS! 


Creative Winds tn all divisions: the men who decide what 


materials to use, which design, what engineering principle, which test- 
ing and quality control standards, what suppliers to use. They NOW 
have a magazine of their own—APPLIANCE MANUFACTURER. 


Policy-Wakers in Hh divisions of ALL branches of the 


Appliance Industry! Over and above all the vital decisions with imme- 
diate influence on your sales is an important group which warrants your 
long-term solicitation, too! These men—chairmen, directors and policy- 
making influences in the entire industry are, for the first time, reading 
a magazine of their very own!—APPLIANCE MANUFACTURER. 


“These Wen —\5,000 carefully selected individuals who want this magazine... 
have asked for it...and today are reading it avidly—are the men YOU can 
reach with YOUR message in ONE publication—APPLIANCE MANUFACTURER. 


APPLIANCE MANUFACTURER CAN GIVE YOU THE BUSINESS IF YOU SELL... 


@ insulation @ electric motors @ materials handling @ finishings equipment and 
@ plastics @ electrical heating ele- equipment fasteners supplies 

@ custom stampings ments ® ceramic insulation @ shipping containers 

@ die castings @ hardware and trim @ wire goods @ raw materials 
e % » 
e e & 
« 





Apruance 


BAA anuracturer 


name plates @ castings and forgings glass components plant equipment 
heat control equipment @ electrical components moulded rubber goods sheet metal fabricating 
appliance accessories equipment 


201 N. WELLS STREET, CHICAGO 6, ILLINOIS - New York - Cleveland . Los Angeles 





BLUEPRINT 
tov Selling Lndustny 
BLUE-CHIP 
“Warker 


Their size and complexity, and 
the tremendous operating demands 
placed upon them, make rolling 
mills and other steel mill equipment 
a constant challenge to alert and 
progressive design engineering. At 
United Engineering and Foundry, 
we are always eager to meet that 
challenge, and are proud of the 
part our machinery and equipment 
plays in today’s record production 
of tin plate and other steel-mill 
products. Product Engineering has 
always been a most useful source of 
the latest developments in design, 
and a basic guide to the best in 
original-equipment components. 
Says J. W. O'Brien 

Chief Engineer 

United Engineering and 

Foundry Co. 
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NOW AVAILABLE ... 


Blueprint for Selling 
to Industry’s Blue Chip Market 


Fifty-two pages of facts and figures on the dynamic Original Equip- 
ment Market. What it is... where itis... who buys for it. Every 
sales, advertising, and agency executive will find this booklet invalu- 
able in planning how to make advertising sell more in industry’s 
great-growth market. Write, on your business letterhead, for your free 
copy. Address Sales Promotion Department, Product Engineering, 
330 West 42nd Street, New York 36, N. :¢ 


THE MEN WHO DESIGN 














HE READS PRODUCT ENGINEERING 


You reach him best, through advertising, in the magazine that 
is more than ever No. 1 in the product-design field 


Two things have a long-time habit of growing together: the importance of design 
engineers as the basic force behind industry’s progress ... and the preference 
these basic industrial buyers have for Product Engineering. 

Everywhere in industry, the emphasis is on new-product development as the best 
answer to bigger sales in highly competitive markets. Up 300% since 1940, 
industry’s 1954 investment in new-product development will reach $4-billion in 
1954 ... and the men who read Product Engineering will not only spark a major 
part of this development, but will also exert industry’s most important voice in 
the purchase of $30-billion of original equipment parts, materials, components, 
and finishes. 

There has never been a time when concentrated advertising to the leaders in 
product design engineering could pay you bigger dividends...nor a time when 
any design publication has offered the high advertising values Product Engineering 
offers. now. Our all-paid circulation reached 24,500 in June, and is still climbing 
upward, as this magazine continues to offer your most important customers more 
facts, ideas, and inspiration than any other magazine available to them. 

As the experience of over 800 advertisers currently confirms, you invest your 
advertising dollars in the $30-billion Original Equipment Market best when 
you concentrate them in Product Engineering. Our nearest representative can 
give you all the reasons why. 
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Product Engineering / 
A McGraw-Hill Publication 3 0 MS 4 Ing 
McGraw-Hill Building, New York 36 ie - 
CISTRICT OFFICES: Atlanta 3 * Boston 16 © Chicago 11 my 

Cincinnati 8 © Cleveland 15 © Dallas 1 © Detroit 26 


Los Angeles 17 * New York 36 © Philadelphia 3 
Pittsburgh 22 * San Francisco 4 
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THIS IS AN 
ARMADILLO 


(He does not buy 
or specify in the 
chemical process industries) 


THIS IS A 


c 
- 


(He does not buy or 
specify in the chemical 
process industries) 


THIS IS A 
CHEMICAL ENGINEER 


(Hedoes 
buy and specify © 3; 
in the 
chemical process 
industries) 


Only 

Chemical 

Engineering 
Progress 


predominantly reaches 
and sells Chemical Engineers. 





Chemical | 
Engineering 
® Progress 


Published exclusively for Chemical Engineers 

by American Institute of Chemical Engineers 

120 East 41st St., New York 17, N. Y. 
ig ESRB OEE ithe Fa be TS SR BRS OS 

Remember... 

x the engineer is educated 

. to specify and buy! 

— SPRAEAS SS AT RES SR 
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@ Address letters to: Industrial Marketing, 200 E. Ilinois, Chicago 11 


Publisher blasts 15% adherents, 
calls system ‘pernicious’ 


® TO THE EDITOR In my personal 
opinion, all of your contributors to 
the 15° fracas (See IM, Oct., p. 78) 
have overlooked one important 
point of view the publisher’s. 
Since he can’t afford to antagonize 
his customers by sounding off pub- 
licly (unless, as in this letter, anon- 
ymously), he is seldom heard from 
and conveniently forgotten. 
Undoubtedly many 
could be found who are so condi- 
tioned to the customs of the trade 
that they take agency commissions 
for granted. Just as certainly there 
are many others who must be keen- 
ly aware of the inequity and ab- 
surdity of this bit of conventional 
piracy, yet feel themselves helpless 
to act. They are forced to establish 
a schedule of mythical rates they 
. for no 


publishers 


never can hope to receive . 
reason, apparently, except the con- 
venience of the middleman, who 
appears to be afraid that if he told 
his client the truth about where his 
money goes, the client would throw 
him out in the gutter. Do agencies 
really have so little confidence in 
their value to their clients? 

The system has its pathetic side, 
too. Consider the small business 
man, who is nursing a germ of am- 
bition and thinks that perhaps a 
single, experimental advertising 
campaign will fan it into flame. But 
too often he is repulsed by the high 
cost of the venture. He may con- 
temovlate a stripped-down approach. 
to hold down costs, but he finds 
that. with the rate schedule stacked 
against the infreauent user to begin 
with, he cannot afford to pay nearly 
18°, more than the publisher ac- 
tually wants for the space, simply 


because the latter has to allow for a 
15°; deduction by his agency cus- 
tomers. 

Not only do business man and 
publisher lose out, but so does the 
agency, because a budding prospect, 
who might have blossomed out into 
a flourishing client, withers on the 
vine. 

A glance at the other end of the 
scale will also be instructive. Many 
large companies have complete ad- 
vertising departments, which han- 
dle every aspect of a campaign ex- 
cept (the joker) the billing. When 
a publisher is told to consult the 
client, rather than the agency, for 
instructions and plates, a_ strong 
suspicion is created that the func- 
tion of the 15% commission, what- 
ever else it may be, is not to cover 
the agency’s services in preparing 
that particular campaign. 

Some companies, regardless of 
size, prefer to establish their own 
advertising departments and elim- 
inate the agency. This practice may 
be uneconomical, it may lead to 
stagnation or mental inbreeding, but 
it certainly cannot make the adver- 
tising of such companies more ex- 
pensive to the publisher. Why then 
charge them more? 

It might be contended that the 
agency-produced ad, as a more 
“professional” job, would be more 
attractive, and that this improved 
appearance would be worth some- 
thing to the publisher perhaps 
even 15%. If this relation held, the 


granting of agency commissions 


would at least contain the elements 
of honest exchange. A glance at 
my own publication, however (for- 


Continued on page 12 





Hicuest 
degree of ad visibility 


of all metal-working publications 





“ay, |'N METAL-WORKING YOUR ADVERTISEMENT 
1S ALWAYS IN AN “‘ACTIVE’ READABLE 
POSITION 









































compare Metal-Working 
to the four leading 
standard size 
metal-working magazines 
































Metat-Workine 





read by over 25,000 key 


netdeatie wen guaatees 100% Ab Visipitity 


Your advertisement in Metal-Working MAKES 
MORE SALES because it is always in an “active” 
readable position. Metal-Working, the perfectly 
balanced magazine, issue after issue provides 
complete editorial coverage of the metal-work- 
ing field in concise, quick reading, pictorial style 
... ADVERTISING NEVER CROWDS OUT 
EDITORIAL . .. every ADVERTISEMENT IN 


A PREFERRED POSITION alongside editorial 
items. 

Over 70,000 live sales leads from advertising and 
editorial items, sent direct to the publisher dur- 
ing the past year, is absolute proof that METAL- 
WORKING’S 100% AD VISIBILITY GIVES 
GREATER SALES POSSIBILITY TO YOUR 
SALES MESSAGE. 


If itis used in the metal-working industry 
it belongs in 


MetaL-WorkinG 


Published by 
SUTTON PUBLISHING COMPANY, INC. 


Also publishers of ELECTRONIC FQUIPMENT ® CONTRACTORS’ ELECTRICAL BQUIPMENT ® ELECTRICAL FQUIPMENT 


172 SOUTH BROADWAY WHITE PLAINS, N. Y. 


CCA| NB LP) 








WHire prains 9-8500 


CLEVELAND 15, OHIO 
1501 Euclid Ave. 
Tower 1-1948 


CHICAGO 1, ILLINOIS 
307 N. Michigan Ave. 
Financial 6-2786 


LOS ANGELES 57, CALIP. 
2 West Seventh St 
Dunkirk 2-8980 
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A great magazine...to carry your product story! 


HP&AC publishes more pages of editorial 
material on heating, on air conditioning and on 
piping for the industrial and large building field 


than does any other paper. 


HP&AC sticks to its knitting. Not once since 
the first issue in 1929, has HP&AC deviated 
editorially for the sake of alluring more advertis- 
ing dollars. HP&AC is concerned entirely with 
heating, piping and air conditioning as required 
in industrial plants and other large buildings— 


and with this market only. 


As a result, HP&AC is the field’s most 
wanted publication—the field’s authority in 





NEW YORK 


print. It has the field’s largest circulation, and is 
the ONLY publication in the field whose circulation 
is fully paid. HP&AC is not sent free to some, and 
charged to others. 


In addition to its own editorial content, HP&AC 
carries each month as a separate editorial section 
the Journal of the American Society of Heating 


and Ventilating Engineers. 


Check before you buy! For on the basis of 
any sound comparison, if you make any product this 
$2,000,000,000 market can use, here in HP&AC 
is where your main advertising effort belongs. 


And you'll be in good company! Currently 
HP&AC is carrying the bulk of the advertising 
volume in its field—and has done so for a great 


many years. 


KEENEY PUBLISHING COMPANY 


AIR CONDITIONING HEADQUARTERS 


6 N. MICHIGAN e CHICAGO, ILL. 
CLEVELAND 


Heating 


LOS ANGELES 





Reasons Why HP2AC is First 


2) 
© 
4 
5 | 


HP&AC—the field's authority in 
print 


HP&AC’s editors are experts in 
their field 


HP&AC is timely and progressive 


HP&AC has the largest circula- 
tion in its field 


HP&AC carries the largest 
volume of advertising in its field 


HP&AC subscribers demonstrate 
their reader interest 


2 HP&AC selects its reader 


8 


- Piping =. 


audience 


HP&AC serves one field only 


HP&AC carries monthly the 
Journal of the American Society 
of Heating and Ventilating 
Engineers 





Average units of advertising 
per issue 


1952 
REACHING OVER 


20,000 veririco 
ELECTRICAL CONTRACTORS 


Contractors’ Electrical Equipment affords its advertisers a big- 
ger share of today’s multi-billion dollar market... 

...And more and more advertisers are taking advantage of 
this exclusive coverage as proven by the fact that... 


THE AVERAGE NUMBER OF ADVERTISING UNITS PER ISSUE 
HAVE MORE THAI DOUBLED SINCE 1949. 


... And results from advertising has kept pace with this amaz- 
ing advertising growth as shown by the... 


MORE THAN 47,000 SALES PRODUCING INQUIRIES 
DELIVERED FROM ADVERTISING AND EDITORIAL ITEMS 
DURING 1952. 


MAKES MORE SALES BECAUSE 
Clas IT MAKES MORE CONTACTS 


(CoNTRACTORS’ 
JSLECTRICAL XQUIPMENT 


SUTTON PUBLISHING COMPANY, INC. 


t Niae Ven. 4el 1 al. © ELECTRONIC EQUIPMENT ¢ ELECTRICAL EQUIPMENT 
? South Broadway White Plains, N. Y. 
White Plains 9-8500 
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give my not naming it, nor myself), 
is enough to convince me that agen- 
cy ads have no monopoly on attrac- 
tiveness, and that, conversely, there 
are a good number of thoroughly 
hideous ones among them. 

I have read the arguments pre- 
sented by the commission defenders 
very carefully, conscientiously, and, 
I hope, fairly. But I am driven to 
the conclusion that, without excep- 
tion, the strongest arguments in de- 
fense of the commission are nega- 
tive ones . . that it does no harm. . 
or, at least, that it “shouldn't,” if 
proper precautions are used. 

Such arguments . . or perhaps the 
fear of reprisals . . may prevent 
publishers from abolishing the com- 
mission system where it already 
exists, but they will never convince 
the policy-makers of a publication 
like my own .. which does not 
grant the commission . . to intro- 
duce them. If that step is ever tak- 
en, it will not be because of the 
virtues of 15%, but quite simply be- 
cause some agencies resent our pol- 
icy, and discriminate against us. 

That such fundamentally dishon- 
est tactics should be spawned by the 
commission system is hardly sur- 
prising, because it is becoming 
steadily clearer that the whole com- 
mission concept is pernicious, and 
pernicious ideas are corrupting. 
What is surprising, perhaps, is the 
integrity of the many agencies 
which resist the extraneous eco- 
nomic pressures and award con- 
tracts entirely on the basis of their 
client’s needs and the publication’s 
merits. 

BUSINESS MANAGER 


He wants to ask Mr. Scribner 
two questions about 15% 


® TO THE EDITOR... Would Mr. Scrib- 
ner (“Agency Executives Strike 
Back at Critics of 15%,” IM, Sept.) 
care to give a direct answer to two 
reasonable questions: 

1. If, as he asserts, it is the re- 
sponsibility of the advertising man- 
ager to police the agency’s selection 
of media, thus requiring that alert 
publishers’ representatives make 
their sales pitch not only to the 
agency media buyer but to the ad- 
vertising manager as weil (or else 
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risk being dropped from the sched- 
ule without the opportunity of fully 
presenting their selling arguments), 
just what service does the agency 
render to the publisher in return for 
the 15% kick-back? (Note: If 
“kick-back” is too crude a term, 
substitute “rebate.” And _ if 
bate” offends ears attuned to legal 
niceties, substitute “commission.”’) 
2. In view of Mr. Scribner’s asser- 
tion that ‘there are, in these broad 
United States, a number of compa- 
nies that have sizable advertising 
departments capable of doing any- 
thing that the best agency can do,” 
would he have any objection if pub- 
lishers began granting the 15% com- 
mission to such departments, thus 
re-establishing an equitable one- 
price policy, and reserving the “net” 
charge for those advertisers who ex- 
pect the publisher to decipher in- 
coherent instructions, rearrange 
amateurish layouts, select type 
faces, and otherwise play wet nurse, 
for which a service charge would 
seem eminently reasonable? 
KENNETH WRAY CONNERS 
Manager, Advertising Division, 
Leeds & Northrup Co., Phila- 
delphia. 


“re. 


Wants tear sheets from 1946 


® TO THE EDITOR .. Would you be so 
kind to send us . . if possible by air 
mail . . one copy of the article of 
P. S. Ellison: Sylvania Electric 
shows how marketing research pays 
its way; Oct., 1946, p. 42; printed 
in your journal INDUSTRIAL MARKET- 
ING? Please let us have your in- 
voice directly or German 
bookshop. 


over a 


DR. RUF 
Central Buyer, Siemens & 
Halske Workshop, Munich, 
Germany 
[Tear sheets sent . . 


Ed. ] 


no charge! . . 





MORE SALES . 


ELECTRICAL EQUIPMENT, COMPONENTS, 
ACCESSORIES AND MATERIALS 


IF YOUR 
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are his machinery nameplates 


® TO THE EDITOR . . I read with in- 
terest in the September issue, how 
“Magnetic nameplates make it easier 
to photograph machines,” by J. T. 
Harrington, advertising manager of 
the E. W. Bliss Co. 

We have had the same problem in | [2@@SUUMBEICEIN TS 


Continued on page 16 | 


ISLECTRICAL }SQUIPMENT 


published by 
SUTTON PUBLISHING COMPANY, INC, 


also publishers of METAL- WORKING e CONTRACTORS’ ELECTRICAL EQUIPMENT ¢ ELECTRONIC EQUIPMENT 


White Plains, N. Y. 





White Plains 9-8500 
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For many years, the facts have shown that metalworking 
production executives find American Machinist by far the 
most useful of ail magazines edited for them .. . and that 
advertisers accept this publication as the No. 1 medium for 
advertising to Metalworking’s most important buying group. 


NO. 1 IN 
CIRCULATION 
GROWTH 











INET- vib cincliaTiOn! 
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1937-1953 














. @ preference that is everywhere expressed in Metalwork- 
working by the caliber and number of men who are paid 
subscribers to this magazine. They number more than 32,600 
now ... which is, by over 7,000, the largest group of sub- 
scribers to any metalworking publication available to sell 
your products. 
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ADVERTISING 


Put the POWER OF LEADERSHIP behind 





NO. 1 
IN 
— 


NO. 1 IN 







ADVERTISING 
INVESTMENT 


Year after year, many more production-responsible metal- 
working engineers and executives subscribe to American 
Machinist than to any other metalworking publication. Ad- 
vertisers to Metalworking also invest the most advertising 
dollars in American Machinist . . . and the most pages of 
advertising for the machinery, equipment, materials, and 
supplies which will next year produce an expected $110- 
billion of metalworking products. 


NO. 1 IN 
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ADVERTISING 
VALUE 


Net Paid Circulation 
112 or| 13-time rate 





AMERICAN MACHINIST 






COST PER THOUSAND PER PAGE 





And this is, in brief, the kind of LEADERSHIP you want from 
a. metalworking magazine in which you concentrate your 
advertising. It is the kind of PROVED leadership which backs 
the choice of American Machinist, by over 800 advertisers, 
as a sales-wise advertising medium. 
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your advertising to Metalworking 
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MID-NOVEMBER, 1953 


1954 
PRODUCTION 


PLANBOOK 


for Metalworking 





And as you make your 1954 advertising plans, it is im- ... and this November will see American Machinist's editorial 
portant to know that the LEADERSHIP American Machinist leadership further emphasized with publication of the 1954 
















can now put behind your advertising is greater than ever. PRODUCTION PLANBOOK for Metalworking . . . the first in 
Hundreds of exclusive articles and special reports . . . repre- an annual series of PRODUCTION PLANBOOKS that will now 
senting far more outstanding and productionwise informa- add their exclusive data to all the other help American 
tion than any other magazine has published. . . have steadily Machinist regularly provides. Featuring a new Inventory of 
broadened and strengthened American Machinist's metal- Metalworking Production Equipment, the 1954 PRODUCTION 
working-wide acceptance and prestige... PLANBOOK’s great usefulness will add impetus to the con- 


stantly growing preference for American Machinist . . . 


SO .. when you seek increased sales in the $110-billion Metalworking Industry, 


and want to build preference for your products among this industry’s most 





important buying group . . . production management . . . the facts will tell 
you why: 
” his is the No.1 place to do business with America’s biggest industry 
The McGraw-Hill Magazine of Metalworking Production 
13 McGraw-Hill Building, New York 36 


Published Every Other Monday 
ar of the Audit Bureau of Circulations ond 


the Associated Business Publications 
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NOOLVENT (no 
326 Fouts Avene ~ Pussbargh 22 Peana. ~ Express 135 


Marsteller, Gebhardt and Reed, Inc 
406 Law and Finance Bldg 
Pittsburgh 19, Pennsylvania 


Attentior Mr John & Burke 


Dear Johnny 


Enclosed is a recent newspaper article which states that the sales of 
all types of metal awnings in 1953 should be about 85 million dollars 
I think you will be especially interested in that part of the story 
which indicates that about 50 million dollars of this total repre- 
Sents estimated sales of KoolVent Aluminum Awnings for the year 


In calling this article to your attentio | am reminded that one of 
the important factors in our growth from a $5,000 volume in 1946 has 
been the outstanding advertising produced for us by Marsteller, Geb- 
hardt and Keed, Inc Throughout the years that you have been handling 
our account, your service has been and continues to be excellent We 
have always been particularly pleased with your personal attention to 
detail and the efficient follow-up of all those on your staff who 
have had any connection with the advertising and sales promotion of 
KoolVent Awnings 


I did not start out to make this a testimonial letter, but for some 
time I have been meaning to tell you how much we have benefited from 
our association with M. G. & R 

Best personal regards 


j 
A / 


Vt b TS fUsrr1er~ 


ROLAND HARRISON © KOOLVENT METAL AWNING CORPORATION OF AMERICA 


RH: mac 


Koolvent Metal Awning Corp. of America 


is one of 70 advertising clients of 
Marsteller, Gebhardt and Reed, Inc. 
Chicago, Pittsburgh and New York 
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making our nameplates show up 
when taking location shots of our 
machines. We have often placed 
our nameplates in a strategic posi- 
tion so that they show up best in 
the photograph, by the use of our 
nameplates, which I believe are 
smaller than Bliss’, by using tape 
having adhesive on both sides. Even 
then, our nameplates never did pho- 
tograph well, since our trade-mark 
is a red circle with the AMF letters 
showing through the metal. We al- 
ways had to retouch the nameplate 
on the photographs so that it would 
show up. 

We believe that in the filming of 
our Omnibus commercials, we final- 
ly hit upon the best method of 
bringing out a nameplate on a piece 
of equipment without having to re- 
touch: we black and 
white matte finish photostats of our 
insignia in a variety of sizes. These 
are applied, as Mr. Harrington sug- 
gested, in the best location from the 
camera viewpoint. Each of our pho- 
tographers has a supply of these 
stats and our problem is solved. 

VICTOR ANCONA 

Advertising Manager, Ameri- 

can Machine & Foundry Co., 

New York. 


now have 


Marketing for engineers? 
It's taught at Milwaukee 


® TO THE EDITOR A former in- 
structor of our staff called to my at- 
tention your recent editorial entitled 
“Engineers Who Can Sell” (IM, 
Sept.). He has followed, both while 
on the staff here and subsequently 
after he had entered industry, the 
progress of the curriculum develop- 
ment of this school in preparing men 
for careers in industry. 

It is a pleasure, therefore, to write 
you and send you a copy of the 50th 
anniversary issue of our bulletin. 
This describes the curricula offered 
by this school in a fresh modern 
program of higher education in en- 
gineering. Incorporated are not 
only the affiliations that you request 
in your editorial, but others such 
as the integration of the engineering 
technician and engineering curric- 
ula under the concentric curriculum 
with terminal 


to afford students 


points in their collegiate career 





he casts a long shadow — 
of influence across 


Industrial America... 


WILL HIS SPECIFICATIONS 


CALL FOR YOUR PRODUCT? 


blowin h | 7 el} 


feor 


rhit ‘ i eatest firrns 


For example, consider Maurice H. Connell & Associates, 
Inc., consulting engineers of Miami. Services rendered 
include: Investigations ... Reports . . . Consultations 
... Designs... Plans... Specifications . . . Supervi- 
sion of Construction. 


boy 


| 
clave 


Ask Truman B. Wayne & Associates, of Houston. In 
the industrially mushrooming Texas-Louisiana Gulf 
Coast area, these consulting engineers provide: Archi- 
tectural, Civil and Structural Engineering Services . . . 
Business and Financia] Studies and Advice... Chemical 
and Product Development . . . Chemical, Mechanical 
and Electrical Engineering. 

Many of their projects include not only 
specifying and buying of equipment, but the 
final supervision of construction and 
installation! 


Vi the Con 


CVMOTC SE 


Corto 





hin Our produ y 

CONSULTING ENGINEER is the ONLY 
publication edited for the vital, 

special interests of this profession. 

Through its advertising pages, you can reach ALI. the 
7,600 Consulting Engineers who wield great and grow- 
ing industrial buying power. CE circulation is carefully 
controlled, addressed by name and title to individuals 
... in firms pre-selected for the value of projects recently 
completed. 


It’s abig advertising buy-now! So discuss CONSULT- 
ING ENGINEER with your clients (or agency) right 
away. (Rates are suprisingly low!) Listed in SRDS 
Business Publica- 

tions Section and 

1953 Market Data 

Book. Or contact 

your nearby CE Re- 

presentative for 

details. 

Closing Date: 10th 

of month preceding 

date of issue. 


SELL the Man who TELLS the GIANTS!” 
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Corrosion Control 


What does Industry and Power offer you 
that is unmatched in advertising vatue ? 


1 the unmatched 


y select 
ral marke 
The level of Execu- 
sible for Engineered 


In it 
fficiency ivity. For 
I&P < t t--at one 


exist 


¢ivee : 
lives <% 


ustry 
respon 


ing 
and Engineers 


Plant Services. 
How does {€P hand-pick the men 
responsible for Engineered Plant Services ? 


no magic, no hit-or-miss salesmanship in the 
Our circulation list is hand-picked 
sive, , painstaking hard work 
g follow-up. From every prospective 
plant, we get the names, titles and ad- 
men who actually perform the job 
of Engineered Plant Services. 


There's 
1&P method 
through 
and unceasin 
worth-while 
dresses of the 
functions 


expen persistent 








That way penetrate the confusion of misleading 
"“officia and locate the individuals who 
plan engineer...select...install...operate... 

and maintain Engineered Plant Services and Equipment 


like that illustrated above. 


we 


So Industry and Power goes to the Executives and 
Engineers re: sponsible for delivery within the plant 
--when, where and how needed-- of Electrical Energy 

Steam Power...Compressed Air...Water...Condi- 
tioned Air Gas... Our readers are also re- 
sponsible for Mechanical Drive Systems Industrial 
Waste Disposal...Bulk Materials Handling and 
other service jobs. 


etc 


Top-quality editorial material further 
selects readers you want to sell... 


top-notch editorial articles--written 
Executive-Engineer level--I&P again makes 
"reader selectivity" 


With timely, 
for the 
sure of planned 


men who receive I&P--and read I&P-- 
it's their 


Thus all the 
are men who specify and buy-—because 
job to buy! 


For complete details of Industry and Power's adver- 
tising values, contact your nearby Representative. 





Industry and Power 


Established 1920 
‘420 MAIN STREET*ST. JOSEPH: MICH. 


iP 


For Executives and Engineers Responsible 
for the Engineered Plant Services 


JDUCTS LIKE THESE. 
Al a ae 


ors, Pumps 


a Compressors Equ ions apn 


Water Suppl 1 
Bulk Handling 


SCHEDULE 
THIS MAGAZINE 


FOR UNMATCHED EFFICIENCY 
IN PRE-SELLING MEN WHO 
PERFORM THESE JOB FUNCTIONS 


SRVISORS OF 
MAINTENANCE & REPAIR 
MACHINERY & EQUIPMENT 


~ A 


ONLY Industry and Power HAS 
PAINSTAKINGLY HAND-PICKED 
JTS ENTIRE CIRCULATION TO 
SERVE ALL THIS FIELD-AND 

THIS FIELD ONLY? 


HIEF F ELECTRICAL- 
TEAM-POWER FACILITIES 


CHIEF OF ENGINEERED 
PLANT SERVICES 




















letters : « resins 


which afford employment objectives 
in themselves. 

A review of this catalog, especial- 
ly the descriptive material from 
pages one through 12 inclusive, will 
no doubt be of interest to you. It 
is my deep pleasure to inform you 
that this catalog was awarded first 
place in the 1953 College Catalog 
Competition of the American Col- 
lege Public Relations Association. 

I would be pleased to have your 
comments after you have had an 
opportunity to review the basic ob- 
jectives of the M.S.O.E. program. 

KARL O. WERWATH 
President, Milwaukee School 
of Engineering, Milwaukee. 
[We were impressed with the cata- 
log and especially with the listing 
of such subjects as merchandising 
and advertising, industrial psychol- 
ogy, written communications, busi- 
ness communications and industrial 
marketing. You are to be congrat- 
ulated upon this recognition of the 
fact that engineer-trained 
men are likely to go into sales work 


.. mag 


many 


‘Time’ wants to put 
IM cartoon to work 


® TO THE EDITOR . . I would like to 
get some information on a cartoon 
featured on page 64 of the Septem- 
ber issue of INDUSTRIAL MARKETING. 
It is the cartoon featuring a sales- 
man opening a door in a rather un- 
usual manner. 

Frankly, we would like to use 
this cartoon on an invitation which 
we are printing up. The invitation 
is one which asks visitors to see 
Time’s new display “Time Opens 
the Doors” and I’m sure you can 
see why the cartoon would serve as 
a clever introduction to the booth. 

A. F. GONZALEZ, JR. 

Merchandising Representative, 


Time, New York 


Loaded with catalog tips 


. Your four-part 
catalogs is 


® TO THE EDITOR . 
series on_ industrial 
loaded with meaty, useful informa- 
tion. If you reprint, I would like 
six copies. 
JOHN T. BENEDICT 
Executive Editor, Design News, 
Detroit. e 
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1. Carries more pages of ad 
vertising than next 4 papers 
combined. 


ee 
2. Circulation verified by 
Western Union. 


3. Reaches more plants with 
buying power 


4. Rated No. 1 on practi 
cally every readership study 


in the industry. 


5. Produces results for ad- 
vertisers at a low cost per 
thousand. 


WOOD 
WORKING 








Every Copy 
Directed to the 
Right Man... 


a logical prospect 


for your product or service 


The door to the industry's influential management and 
production executives is opened to you. . . through 
the advertising pages of WOOD WORKING DIGEST. 
More than 95% personalized .. . WWD is read by 
most of the top men in the field .. . 


as the industry's No. 1 publication. 


WOOD WORKING DIGEST'S prestige did not come 
about by chance. . 
editorial coverage . . . plus up-to-date reports on an- 
ticipated industry trends, developments and problems. 
This type of editorial excellence builds readership .. . 
which commands the attention and respect of industry 


leaders. 


Make sure WOOD WORKING DIGEST is on your 1954 
advertising schedule . . . and put the sales power of 


this No. | publication behind your product. 


Now available—data file based on NIAA Outline 


—724-pages of market figures, government statistics and 
publication data to 

help you determine 

the sales potentials 

for your products in 

the huge woodwork- 

ing industry. Write 

today for your FREE 

copy. 


est 


who rate WWD 


. but is the direct result of alert 


A HITCHCOCK PUBLICATION 
HITCHCOCK PUBLISHING CO. @ WHEATON, ILL. 


CCA 
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* For the first time since Adam 
lit Hickory Log No. 1, they’ve found a new way to smoke meats. 
They throw a positive electric charge into a cloud of smoke; the 
meat they make negative. Opposites attract, and—z-z-zap !—they’ve 
knocked hours out of a tedious, almost uncontrollable process. 
They’ve created a high-speed, continuous operation —worth thou- 
sands, maybe millions, in new equipment. Engineering lights a 
revolutionary fire, and food’s hot... one of your hottest industrial 
markets. 


caught in the flames, 30,000 slow-poke food 


companies have perished since 1946. The smart ones are taking 
over the industry’s growing production. They’ve boosted output 
per man-hour 21‘. in six years. And they’re spending. up to a 
billion bucks a year on new plant and equipment alone. 


FE fans the fire of revolution by printing this 


story —not just for meat plants, but for plants that coat candies, 
frost cakes, wax cheese, clarify fruit juice, butter popcorn. For 
electrostatics is news to all food plants, and one of FE’s jobs is to 


help each kind of food plant use the experience of the others. 


This formula has tripled FooD ENGINEERING’s circulation in 12 
years. It’s why the men who buy vote FE tops in every industry- 
wide readership poll. It’s why FE carries far more advertising 
than any other industry-wide food-plant magazine; why that vol- 
ume keeps growing; why many advertisers who want inquiries 
find FE out-pulling all other food-plant magazines. 


Hot book. Hot market. 


A MCGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, N.Y. 





BUSINESS IS 
GOOD IN 
CANADIAN 
INDUSTRY 


Canada is facing an expanding 
economy. 


Many U. S. firms are showing 


increases in sales to Canadian 
manufacturers in the face of de- 


clines in some other markets. 


One reason for these gains is the 
ease with which ALL Canadian 
industries can be reached at a 


nominal cost through C I E N 


. . which offers you the 


Largest industrial plant coverage .. . 
Most industrial advertisers in regular 


Most news of industrial products .. . 


Lowest cost per thousand readers. 


Write for our informative free 
booklet: “So you want to Do 


Business in Canada.” 


CANADIAN 
INDUSTRIAL 
EQUIPMENT 
i eo natn seenenne te 


Head Office: Gardenvale, Que. 


Atlanta, Ga.: L. O. Coburn, 3 Villa Drive 
NI Birmingham, Mich.: Lloyd G. Saulter, 
15858 Kirkshire Ave Boston 8; H. C 
Whiteley, SO Beacon St Chicago 4: 
G. C. Hooker & R. H. Irvine, 20 West Jackson 
Boulevard Cleveland 14: M. H. Pierce, 
3145 Superior Ave Detroit 30, Mich.: 
Don L. Prouty, 115 Handy Road Detroit 35, 
Mich.: Ted Emerson, Box 5046 Southheld Station 

Indianapolis 20, Ind.; M. Graham 
LeVay, 5909 N. Guilford Ave Kalamazoo 
5, Mich.: George N. Boyles, 426 Potter St., 

Los Angeles 1: A. H. Haurin Jr., 6000 
Miramonte Blvd Maywood, Ill: C. H 
Holden, P. O. Box i* Minneapolis, Minn.: 
Jack Campbell, P.O. Box 455 New York 
11: Howard Ely, and L, Bentley, 200 West 16th 
St New York 1: J. E. Hague, 461 8th 
Ave Philadelphia; G. Park Singer Jr., 
Upper Darby P.O. Box 96 Pittsburgh 22: 
>, H. Scoltock Jr James A. Ehalt, 1020 
Farmers Bank Bide Western Springs, Hl.; 

A. Burton, 4713 Woodland Ave 
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trends 


A review, by business paper editors, of industry conditions 
that may influence industrial marketing procedures. 


Chemical industries show lots 


By Wallace F. Traendly, Chemical Engineering; Walter J. Murphy, Chemical & Engineer- 
ing News; F. J. Antwerpen, Chemical Engineering Progress; Virgil B. Guthrie, Petroleum 


Processing; George P. Teel, Jr., Farm Chemicals. 


® THREE CLEAR-CUT trends’ brand 
the chemical and chemical process 
industries and place them among 
the top “growth” industries of the 
nation: 

Output continuously rises to sat- 
isfy the ever-increasing demands 
for chemicals and related products 
in industry, 


home. 


agriculture and the 
Plant capacity, for example, 
almost 15% this year 
2.7 times 


increased 
alone, now stands at over 
what it was in 1939. 
Capital expenditures for expan- 
sion and modernization live up to 
the slogan “always building, never 
built.” This year’s expenditures for 
new chemical plants and facilities 
will hit $1.8 billion more than 
double the figure for 1950. And 
for the chemical process industries 
as a group, 1953’s expansion figure 
will top $6.3 billion (including 
atomic energy). This process in- 
dustries group includes petroleum 
refining, rubber products, pulp and 
paper, 
a host of other vital industries using 


plastics, synthetic fibers and 


chemicals as well as chemical engi- 

neering methods in their produc- 

tion operations. 
Competition 


between _ products 


and processes is intense, leads to 
rapid obsolescence . . hence intensi- 
fied research and a_ progressively 
accelerating technology. No other 
industry 
searchers dedicated to finding new 


employs so many re- 
and better products, processes and 
markets. 


Yet chemical 


engineering tech- 


niques will certainly continue to 
penetrate and capture entirely new 
fields. The chemical engineer will 
be asked to develop new, better and 
cheaper ways to extract minerals 
and metals from low-grade ores . 
for by 1975 demand for minerals 
will double. 

He will be asked to extend our 
forest resources, to eliminate or up- 
grade the 35% of every cut tree that 
is now wasted. He will be asked to 
help increase the output of agricul- 
tural products . . for demand by 
1975 will increase 40% or more. 

Future challenges and oppor- 
tunities of the chemical and 
chemical process industries will 
thus tend to focus more and more 
on the very bases of our industrial 
economy: agriculture, minerals, 
fuels and energy, materials of con- 
struction, forest products fibers. 

Behind this optimism for the fu- 
ture are the facts of the past: dur- 
ing the period 1929-52, the chemical 
industry had a growth rate of more 
than 9% annually . . three times the 
rate for all manufacturing indus- 
tries. . . WALLACE F, TRAENDLY, pub- 
lisher, Chemical Engineering, New 


York. 


Sales Efforts High . . Gazing into 
the crystal ball of 1954, we see a 
more competitive sales 
of the basic 
We see increased con- 


somewhat 
position for certain 
chemicals. 
sumption of others employed main- 
ly in the manufacture of plastics 
and synthetic fibers. 


yontinued on page 22 





Advertise WHEN products are being chosen! 


“STOP! .. WHERE’S MY IEN? 


YOU KNOW I WANT IT. KEPT 


ro) \ nh ae?) 3 


That’s one reason we put the PRODUCT 
FINDING INDEX on the front cover. And 
why readers like and use this index so much. 
Product needs pop up most unexpectedly. And 
the only way you can be sure your product story 
is on hand WHEN needed is to: 


1. Choose Industrial Equipment News, the pub- 
lication which is all-inclusive of product news 
and information; 

2. Advertise in Industrial Equipment News, the 
one which has the preference for reference, not 
only for its completeness of information, but 
also by virtue of its authoritative reporting, 
convenient format, handy indexing. 

FREQUENCY OF USE, not frequency of issue, 

is the ‘“‘magic’’ which entitles us to say truthe 

fully and to repeat: 


IEN reaches the right people in the right places 
AT THE RIGHT TIME! 


The timing of Industrial Equipment 
News... . its ability to sell for you 
WHEN, as well as WHERE, products 
are being selected . . . has always 
been one of its strong points. 


Nevertheless this claim was recently 
challenged by a friend who asked: 
“After all, IEN comes out only once a 
month, what magic is there about its 
timing?’’ Maybe we'd better explain: 


Yes, IEN is a monthly. But it’s in 

DAILY use. After IEN is first checked 

for current product needs, it is neither 

discarded nor filed. LEN is kept around 
.. not only this month’s... 

but back issues, too. 


USE THIS COUPON FOR HELPFUL INFORMATION 
The 9 items listed are all in our MEDIA DATA FILE or 


can be ordered separately 


Tareltis tate) 
Equipment 


Industrial oe cage News 
Thomas Publishing Company 

461 8th Avenue, New York 1, N. Y. 
Send to 


Name 


The Original 
1EN 
Founded 1933 





1 Title 








Company 
Address 
COMPLETE MEDIA DATA FILE (]...or 





THE IEN PLAN [) HOW TO PREPARE 


N 1/9th-P. 
IAA STATEMENT oO AGE ADS oO 
CCA A INQUIRY QUALITY, 

UDIT REPORT oO : von 7 


ADVERTISING RATE CARD [] INQUIRY CHECKING SHEET [) 


CHECK CHART FOR ADVER- 


PUBLICITY WORK SH 
TISEMENT ANALYSIS oO weno”. 
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Here’s What You've Been 
Looking for in Latin America: 


IN ONE 


MAGAZINE! 
cee 


Many magazines are written for the U. S. 
executive —- Business Week, U. S. News, 
Time, Newsweek, etc. —~ making your 
choice of media for domestic advertising 
a hard one 





Effective cover- 
age of Business, 
Government 
Leaders, Top Ag- 
riculturists, Pro- 
fessionals. 





There is only one newsmagazine origi- 
nally written for the same kind of audi- 
ence of Latin Americans — VISION, 
in two editions, Spanish and Portuguese. 


EDUARDO DIBOS, leading Peruvian 
Industrialist, says: “Down this way, 
where 99 out of 100 businessmen think 
in Spanish, it is of decisive importance 
to find in VISION, accurate appraisal 
of what goes on in the world.” 


Throughout Latin America, leaders in 
business and government echo his enthu- 
siasm for VISION. Every issue reaches 
more than 110,000 primary readers, 
96.4% of them men, 92% native Latin 
Americans, 98% employed. Surveys show 
that 88.8% of business readers hold 
positions of executive responsibility . . . 
77.4% directly influence their firms’ 
purchases . 


This is the Quality Audience 
You Have Been Looking for. 





FREE: Use coupon below to secure vital mar- 

ket information through ‘‘Highlights in Latin 

America,’ confidential newsletter for U. S. 

businessmen, issued fortnightly by VISION 

(subscription $15 a year). 

VISION 

231 E. Sist St., New York 22 

(1 Enter 3-mo. complimentary subscription to 
"Highlights" 

(0 Send information on advertising in 
VISION 


Name & Title 
Firm 


Address 
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A number of new chemical plants 
will start production early in 1954 
and will cause some temporary em- 
barrassment, but prices generally 
are expected to remain fairly steady 
with consumption down only slight- 
ly from record °53 levels. 

Production of chemicals via coal 
hydrogenation will expand consid- 
erably . . at the same time con- 
sumption of certain petrochemicals 


We look for 


greatly increased use of polyester 


is likely to increase. 


resins, increased tonnage of nitro- 


gen-bearing solutions applied di- 
rectly as a plant nutrient, the pos- 
sibility of new and important pes- 
ticides, and the discovery of new 
antibiotics. Researchers tell us to 


look for 


advances in fertilizer-pesticide for- 


substantial technological 
mulations. 

Watch for more revolutionary de- 
velopments in adaptation of ana- 
lytical instrumental methods to au- 
control in 
The 
mental side of analysis will continue 


tomatic product large- 


scale manufacturing. instru- 
to receive attention, new and more 
accurate methods will bring about 
further economies. Total outlay for 
new chemical plant 
likely to be below ’53, but still will 
Chemical in- 


facilities is 


be very substantial. 
dustry will continue to be plagued 
by scarcity of (1) top-flight execu- 
tives and (2) highly competent re- 
search personnel, 

Sales efforts will be at the high- 
est level in than ten 
This statement is particularly true 
of the 
and _ pesticides. 


more years. 


of fertilizers 
further 


manufacturers 
Still 
phasis by all chemical companies 
will be given to market development 
work 


em- 


and staffs engaged in such 
will be 
chemical companies will extend fur- 
ther 


and direct marketing of consumer 


increased. A number of 


their interests in production 

products for the public 
Chemical will 

and the chemical industry will fight 


imports increase 
any further tariff reductions. 

Removal of excess profit tax will 
be a boom to many chemical com- 
panies, but sales costs will increase 
as competition increases. 

The crystal ball tells us the chem- 
ical and most of the chemical proc- 
ess industries will enjoy the second 


best year in their history. .. WALTER 
J. MURPHY, editor, Chemical & Engi- 
neering News, Washington, D.C. 


Taps new sources . . Discovering 
a trend in the chemical process field 
is akin to measuring the direction 
or the rate of speed of an exploding 
All parts of the chemical 
industry are showing great expan- 
Whether in the production of 


universe. 


sion. 


chemicals from hydrocarbons or 
from inorganic substances, the de- 
new 


plants, and personnel to run them, 


mand for new equipment, 
continues strong. 

Plant construction for the manu- 
facture of polyethylene is well along 
and by the end of 1956, the U. S. 
should have a capacity of close to 
600,000,000 pounds a year of this 
versatile plastic. Other companies 
are undoubtedly planning to enter 
the field, and the future of poly- 
ethylene is among the brightest of 
the plastics in the industry. This 
polymer is almost entirely a war 
baby since its first important use 
was in radar. 

Important to the chemical field is 
the recent move by Carbide & Car- 
bon Chemicals Co. to tap the rich 
source of aromatic chemicals pres- 
ent in coal. This decision was based 
on Carbide’s observation that the 
demand for aromatic chemicals was 
increasing 25% a year, while that 
of the steel industry was increasing 
only 3 to 5% a year. This obviously 
would lead to a shortage of aromat- 
ic chemicals, since the supply is 
almost directly dependent upon the 
amount of coke made for the steel 
industry. Through the use of hydro- 
genation techniques, Carbide is pro- 
ducing tank car quantities of aro- 
matic chemicals, and they have an 
investment of $11,000,000 in a plant 
ir. Charleston, W. Va. 

The production of power from 
nuclear energy bids fair also to be- 
come a major investment for the 
A de- 


classified report from the teams that 


chemical process industries. 


investigated the production of pow- 
er from nuclear reactors, has been 
All that is required 
for an intensive drive by the elec- 


made public. 
tric-chemical-company combina- 
tions, is slight changes in the pres- 
Though 


this is not a trend, per se, it is in- 


ent atomic energy law. 
dicative of a development which 


ntinued n noes f 





PIT AND QUARRY gives you 


f re SS 


ef active ¢ coverats 


' 


&) where i 


Some of the 
Products of the 
$3 Billion Dollar 
PIT AND QUARRY 
Industries— 


CEMENT 

CRUSHED STONE 

SAND AND GRAVEL 
LIME 

GYPSUM 

MISC. NON-METALLICS 
READY MIXED CONCRETE 
CONCRETE MASONRY 














yom S. 





7 


PIT AND QUARRY is a member of both A.B.C. and C.C.A. 
Our aim is to place PIT AND QUARRY in the hands of 

every administrative and production official in every plant of 
any consequence in the United States, Canada and Mexico. 
PIT AND QUARRY offers more complete and effective 
plant coverage of the non-metallic minerals industries 

than has ever been accomplished by any 


publication serving this market. 


PIT AND QUARRY 


431 South Dearborn St. CHICAGO 5, ILL 
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New... Customized Sales Opportunity for Manufacturers Selling 


Regional Editorial Plan. . 


—s Sl 3 Regional Issues each Month 


starting with January 1954 issue 


JANUARY 1954 


WESTERN a p AMERICAN hh 








JAMUARY 1954 


JANUARY 1954 


NORTHERN 


EDITION 











JANUARY 1954 


Here’s the Editorial Plan SOUTHERN 
for Each Regional Edition aa 


@ Three pages of regional news... news of the NAHB chapters 
.. + outstanding builder news . . . personal items. 


@ A full page of the specific regional weather forecast . . . 
written by a national weather forecasting expert. 


@ Six to eight homes of each region . . . architectural designs 
..+ photographs... and complete block plans. 


Each regional edition will have its own editor. 


A magazine ‘custom-edited’ for the builders . . . giving the 
builder-reader news from his own back yard. 


Front cover identification ...WN for Northern ...§ for 
Southern ... W for Western. 
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to the World's Biggest Market—the Light Construction Industry— 


another AMERICAN BUILDER First 


This is what AMERICAN BUILDER Readers Asked for! 


Another Step in Our Continuing Expansion Program 





the New AMERICAN center- 
BUILDER will publish three regional editions . . . NORTH- 


ERN EDITION . . . SOUTHERN EDITION . . . and WESTERN 


Effective with the January issue... give them the kind of information they WANT... 
ing their interest on happenings in their own territory . . . 


thus sharpening and whetting their appetites for national 


EDITION. Each of these three split-run editions will go to 
every subscriber in their respective zone. 

This is an entirely new innovation in the light construc- 
tion publication field. It's another FIRST for the New 
AMERICAN BUILDER... 
sion program to make the New AMERICAN BUILDER even 


another step in the great expan- 
more useful... and even more profitable to the advertiser. 
Our readers asked for it. . . and now here it is... a 
‘custom-edited’ magazine . . . which localizes the news, 
architecture and problems pertinent to each of the builder- 


readers in his own back yard. It will build even greater 


building information which can also be adapted to their- 
regional programs. 

The light construction industry is the biggest market in 
the world. . 
bilities. AMERICAN BUILDER'S new regional editorial 


. offering advertisers unlimited sales possi- 


plan will even further enhance these selling opportunities 
by building greater readership through its new regional 
‘custom-edited’ editions. It’s your opportunity to capture 
this reader interest and turn it into sales through your 
product story in AMERICAN BUILDER. Plan now to start 


your full advertising program in the January issue of the 


readership . . . because the New AMERICAN BUILDER will New AMERICAN BUILDER. 





Now —You Can Test Your Copy on a Split-Run Basis! 


Another FIRST in the light construction industry! Advertisers will now be able to 
test three separate advertisements . . . on a split-run basis in the New AMERICAN 
BUILDER . . . at one time! 

This is how it will work: The advertisers will supply the New AMERICAN 
BUILDER with three sets of plates... each of a different advertisement... and fora 
nominal additional charge . . . find out exactly which is the best of the three ads. 

Now you can eliminate hunches and guesswork. Here's the scientific way to test 
advertising. And the New AMERICAN BUILDER is the FIRST in the light construction 
field to offer you this service. Why not plan a testing program for the January 
issue? Your AMERICAN BUILDER soles representative will give you the complete 
story on split-run copy testing. 


@ i © 


"AMERICAN BUILDER 


A SIMMONS-BOARDMAN PUBLICATION 
79 W. MONROE ST., CHICAGO 3 @ 30 CHURCH ST., NEW YORK 7 
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ang the cost... 
on the media director’s 
wall! 


It isn’t the cost of the white 
space that counts as much as 
the cost of the reader your 
message reaches. 

If you're selling in the billion dollar coal market, and 
want to do it with maximum economy, the following figures 
may be helpful in your selection of coal magazines: 





( td COMPARATIVE COSTS PER THOUSAND 
: Based on comparative costs per 12-time black-and-white page 
Data from S. R. & D. Service, October, 1953 
MECHANIZATION MAGAZINE ‘‘X"’ 

Primary Buying Influences $38.59 $65.74 
Secondary Buying Influences $64.38 $53.99 
Total Coal Circulation $24.13 $29.64 
Total Circulation $23.33 $24.15 











a 


MECHANIZATION reaches the men who control 95% of 
coal’s purchases in the mines which produce 87% of the 
coal. MECHANIZATION is read by more primary buying 
influences than any other coal magazine, according to an 
independent survey.* More executives, including general 
managers and purchasing agents—more superintendents, 
mine managers and their assistants receive MECHANIZATION. 

More coal-production men report MECHAN- 
ACL IZATION to be most useful or interesting. 
enon Also, more and more advertisers are 
finding MECHANIZATION to be the most 
useful and more interesting. 
Cost per M is a major reason. So are 
the results. 

There are plenty more, which our sales 
reps would like you to have, even if you 
don’t paste them under your hat, on your 
wall, or in your pipe. 

Call and compare. 


*Conducted by John T. Fosdick Associates 


Mechanization 


THE MAGAZINE OF MODERN COAL 
Mechanization, Inc., Publishers « Munsey Bldg. « Washington 4, D.C. 





trends begins on p. 20 


will receive a great deal of interest 
from now on by chemical execu- 
tives. 

Another embryonic trend in the 
field is the chemical purification of 
minerals. A number of plants have 
been planned or built for treating 
raw ores by chemical processes in 
order to obtain concentrates of val- 
uable minerals. This promises not 
only to be a large outlet for chem- 
ical financing, but for chemical per- 
sonnel as well. Production and fa- 
cilities in the pharmaceutical, syn- 
thetic detergent, insecticide indus- 
tries are examples of recent large 
expansions which are becoming sta- 
bilized, but research teams are still 
intensively operating and, as in all 
chemical endeavor, revolutions can 
be produced over night. .. F. J. VAN 
ANTWERPEN, editor, Chemical Engi- 
neering Progress, New York. 


Petrochemicals Contribute . . 
The petroleum industry will con- 
tinue to contribute greatly to the 
expanding chemical manufacturing 
industry through the dependability 
of supply and stability in price of 
the raw materials it provides the 
chemical plants. 

Petrochemicals now supply 25% 
of the materials from which a great 
diversity of finished chemical prod- 
ucts are made and their growth is at 
a rate that indicates they will sup- 
ply 50% by 1965. In 1952 US. 
chemicals production was 100.4 bil- 
lion lbs. with a value of $5.4 billion. 
Petrochemicals comprised 21.4 bil- 
lion Ibs. of this total, at a value of 
$2.7 billion. Total petrochemical 
production in 1955 should be around 
32 billion lbs., from plants with an 
investment of $4 billion. 

The abundance of the potential 
supply of raw and _ intermediate 
chemical materials from petroleum 
and natural gas hydrocarbons is 
causing more companies, both oil 
and chemical firms, to consider en- 
tering the petrochemical industry 
Even with the great anticipated ex- 
pansion in the volume of chemical 
manufacturing, the output of petro- 
chemicals by 1965 will take less 
than 2% of the total production of 
petroleum and natural gas. Some 
authorities believe that the future 


will see an increasing proportion of 


land 


New York «+ PitTTsBuRGH « CHICAGO « SAN FRANCISCO « Los ANGELES 
ntinued on page 28 
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“Man bites dog — with relish”? 


At a conservative estimate, the seven mass production managers and engineers who 
attended a recent “Production Round Table” as guests of PRODUCTION, repre- 
sented more than $100,000 in combined salaries. 

Those men gave up an entire evening of their own time (and probably missed a 
home cooked meal!) 

Why? 


To get that free “hot dog’ — or its glorified counter-part? 


Could it have been because they valued the opportunity to talk shop with people whose interest 
in mass production equalled theirs? 


Could it have been that they valued the monthly “Round Table’ articles in mass production’s 
own magazine — and were glad to co-operate in the making of another? 


Every month, in some center of mass production from Coast to Coast, a similar group joins PRO- 
DUCTION’s editors in a tape recorded “Round Table” discussion. The published digest is a high 


interest feature of every issue. 


Evidence of reader interest? We'll let you decide. 


BRAMSON PUBLISHING “fi > BOX ONE, BIRMINGHAM 
COMPANY - MICHIGAN 








SALES OFFICES: . a tieoae, tlacttord, 


Cleveland, New York 


November 1953/27 





In Business and Industry 


You Ship 
TWO Products 
Every Time 


When your product is 

crated and off to the customer, 
you have delivered only 

half of what he bought. 


Every buyer expects 

the “know-how” along with the 
actual item. He needs 

to know a lot about its 
maintenance, installation, 

use, and dollar efficiency. 


How do you deliver 
this second product? 


The two usual methods are 
personal call and product 
literature. Another effective ap- 
proach is a constant stream 

of “how-to” articles 
contributed to the business, 
industrial, and technical press. 


The first two can 

get pretty expensive. 

The last—technical publicity— 
can do the job thriftily, 

on thousands of buyers at once. 


But working with editors, 

on their terms, to get top results 
is quite a specialty. 

For six years that has been 

our only job—shipping 
technical information 

for twenty-two clients. 


Insure Both 


The way to insure the 
understanding that must ship 
with the thing 

is to set up a team of 
engineer-writers, and steer 

it with sales thinking. 

We'd like to show 


you how our teams work. 


Harry W. Smith 
Incorporated 


Technical Publicity and Cditoxial Relations 


NEW YORK 

507 Fifth Avenue (MU 7-5367) 
CHICAGO 

Palmolive Bldg. (WH 3-1262) 
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petrochemicals being derived from 
crude petroleum and less from nat- 
ural gas, as the price of gas at the 
wellhead increases in line with the 
recognition of the basic value of gas 
as a premium fuel. 

The latest annual survey of pet- 
rochemicals plants in the U.S. and 
Canada made by Petroleum Proc- 
essing, showed 60 new plants, rep- 
resenting an investment of $750,- 
000,000, in the planning or building 
stage, not including expansion of 
present plants. There are now 143 
companies in the U.S. and Canada 
engaged in the manufacture of pet- 
Of these, 58 are pe- 
troleum companies or their sub- 


rochemicals. 


sidiaries; 79 are chemical compa- 
nies, and six are joint ventures of 
petroleum and chemical companies. 
The 143 companies have a total of 
271 plants in operation, under con- 
struction or planned. 

In the technology of petrochem- 
icals production, the cracking of 
heavier petroleum stocks to recover 
more valuable liquid fuel products, 
will increase the production of the 
olefins which can be converted into 
many petrochemicals. One oil com- 
pany is considering the cracking of 
heavy hitherto undesirable residues 
directly for petrochemicals produc- 
tion. The rapid installation of cata- 
lytic reforming units by the oil 
companies also provides a source of 
supply for such aromatic chemicals 
as benzene, toluene and xylene, as 
well as a means for improving the 
octane auality of motor fuels. Cata- 
lytic reforming units built or ar- 
ranged for by the oil ccmonanies, 
now total about 475.000 b/d charg- 
VIRGIL B. GUTHRIE, 
editor, Petroleum Processing, Cleve- 


ing capacity. 
land. 


Farm Uses Grow . . The advance 
of the farm chemicals industry dur- 
ing recent years has been marked 
by a multitude of technological de- 
velopments, an ever increasing de- 
mand for agricultural products and 
better education of the farmer to 
the need for greater utilization of 
both fertilizers and pesticides 
Among the practices giving prom- 
ise of increased markets is the di- 
rect application of anhydrous am- 


monia as a fertilizer. Now a com- 


mon occurrence in the South and 
West, the practice is spreading 
throughout the country and is the 
subject of considerable research in 
many areas. 

A subject of widespread discus- 
sion has been the marketing of fer- 
tilizer-pesticide mixtures which 
serve to control soil insects while at 
the same time adding plant nu- 
trients. Although a few such mix- 
tures are acceptable in some states 
there is still considerable opposition 
to such products. Demand from the 
farmers may prove to be the decid- 
ing factor in developing the market. 

Systemic insecticides, those which 
are absorbed by the plant causing 
it to become insecticidal received a 
big push with the development of a 
chemical now approved for applica- 
tion to cotton. Such materials can’t 
wash from the treated plant and 
last for a considerable period, even 
on young plant growth, a big sav- 
ings for the farmer and a field that 
probably will develop rapidly. 

Other chemicals have been found 
to regulate plant growth and some 
formulations now are available 
which will inhibit grass growth, re- 
duce sprouting of stored potatoes. 

Fertilizer usage 
regularly each year and, during 
1951-52 reached a new high of 22,- 
000,000 tons, nearly 7% over the 


has’ increased 


previous year. The increase has 
been accompanied by a trend to- 
ward the use of higher analysis fer- 
tilizers permitting the farmer to ap- 
ply more plant nutrients at de- 
creased costs. 

The pesticide segment of the in- 
dustry hes been beset by numerous 
problems and, although the need for 
insecticides and other pest control 
agents is recognized, prospects for 
1953 are not considered too favor- 
able. 

The tight farm dollar has been 
another influencing factor. It is 
difficult to sell the farmer on buy- 
ing without offer of an immediate 
return. Many feel that this situa- 
tion will improve next year, but 
when coupled with the other dif- 
ficulties, it seems to mean that it 
will take a lot of talking in 54 to 
improve sales, even with the assur- 
ance of increased returns through 
greater production. . . GEORGE P. TEEL, 
yr., assistant editor, Farm Chem- 
icals, Philadelphia. € 





Studies Show: 


A REPEATED ADVERTISEMENT IS SEEN AND READ 
BY AS MANY READERS AS IT ORIGINALLY ATTRACTED 


From the standpoint of visibility and 
readership—and certainly produc- 
tion costs—it will pay you to repeat 
one of your good advertisements. 
Thorough studies prove this. So does 
the fact that more and more adver- 
tisers are adopting this practice. 
Here are the results of one such study. 


PROJECTS? To determine the rela- 
tive effectiveness of using identical 
advertising copy over and over again 
in different repeat patterns in the 
same publication. 


PROCEDURE: Thirteen surveys, 
each averaging 220 completed field 
interviews among a total of 2,865 
readers of two leading business mag- 
azines. Rating figures were devel- 


oped for all of the advertisements in 
each publication to determine their 
true observation and readership. 


RESULT: 





GENERAL EFFECT OF 
REPEATING AN ADVERTISEMENT 


People who saw Readers who recall 
and read criginal previous insertion 
insertion 


ORIGINAL FIRST 
INSERTION REPEAT 


SECOND THIRD 
REPEAT REPEAT 











CONCLUSION: When an adver- 
tisement is repeated, it attracts as 
” readers as it did when 
it originally appeared. 


many “‘new 


* * 


Other evidence (and more informa- 
tion on the above study) are avail- 
able through our Research Depart- 
ment’s Laboratory of Advertising 
Performance. If you have questions 
regarding color, position, size of ad- 
vertisements, advertising effective- 
ness... or want facts regarding busi- 
ness paper advertising, we may have 
the results of some specific study 
that will help you. Ask your McGraw- 
Hill man. 


McGRAW-HILL PUBLISHING COMPANY, INC. 


330 WEST 42nd STREET, NEW YORK 36, N.Y. @ 


eR ECE AEE & Ss FO 


seustwess 


" FOR BUSINESS 


ar 
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which Ray 


buys 2-way radios | 
... for cities, 
counties, 


states? 


ir one’s a political official one an en- 
gineer- -you can be sure it’s the engineer 
who'll specify the two-way radios to be 
bought in 800 cities and counties with 
immediate plans for putting in new radio 
equipment The political official may 
sign the order, but the technical man 
selects the vast variety of machines and 
equipment used in multi-billion dollar 
public works projects 

Whether you make radios or recuperators 
or anything else used by cities, counties 
and states, you've got to sell the engineer 
And PUBLIC WORKS Magazine is the 
place to sell him It's edited by engineers, 
for engineers . .. packed with more prac- 
tical information than any other maga- 
zine in the field. Your ad in PW does 
more than reach the engineers, it in- 
fluences their planning and buying. 


A maintenance 
equipment company* reports: 


“The results have been 
phenomenal.” 


*Name on request 


The Engineering Authority 
In the City, County, State Field 


308 East 45th Street, N. Y. 17 
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FTC decision strikes a blow 
at exclusive dealer contracts 


By Stanley E. Cohen 

® IF YOU ARE using exclusive dealer 
contracts, take a good look at the 
Federal Trade Commission’s order 
against Dictograph Products, Inc., 
Jamaica, N.Y. 

Dictograph had _ exclusive 
rangements with 220 of an 
estimated 1,000 “established” hear- 
ing aid distributors. Contracts for- 
bid distributors from handling com- 


ar- 


some 


peting brands for at least a year in 
the the 
ment was terminated by themselves 


event exclusive arrange- 
or by Dictograph. 

Commissioner A. A. Carretta took 
special exception to this disciplinary 
clause. In a clearly written dis- 
course on exclusive dealerships, he 
explained the 
gave manufacturers the 
coercing and intimidating distribu- 


termination clause 


means of 


tors. 
He the that 
Dictograph needed exclusive deal- 


rejected argument 
ers because its sales approach and 
technique conflicts with the ap- 
proach of competitors. 
“The of this 
preserve competitive conditions,” he 
wrote. “Congress by passing this 
act has determined that the public 
interest requires that the advantage 
of requiring its distributors to agree 
to deal exclusively in its products 
be denied a seller where the effect 
of such agreements may be to sub- 


purpose act is to 


stantially lessen competition or tend 
to create a monopoly.” 


New Isn't No . . FTC’s firm stand 
on exclusive dealerships is clear no- 
that 
the same as “no commission.” 
been 


some of the controversial 


“new commission” is not 
The 


out 


tice 


commission has tossing 
doctrine 


But 


on this major economic issue it has 


enforced by its predecessors. 


stood firm. 


Actually the policy reversals have 
been largely on borderline matters 
where the public interest is doubt- 
ful. For example, the word “free” 
in ads. For a time FTC said “free” 
could be used only if the goods were 
available attached.” 
Now, to demonstrate its new “rea- 
FTC has agreed that 


can be used if the conditions 


“no — strings 
sonableness,”’ 
“free” 
are clearly explained. 

Chairman Ed Howrey spelled out 
his own feeling recently in a state- 
ment objecting to further considera- 
tion of the so-called “Kodhk” case. 
Here the commission charged that 
Kodak has no right to “fair trade” 
its photographic sold 
through its own stores, as well as 
independent retail outlets. 

FTC’s point is that Kodak, as a 
retailer, has no legal right to agree 
with other retailers on the price to 
be charged for a brand name item. 
But Kodak considers itself primarily 
a manufacturer. It insists it has fuli 
legal right to control the price which 
for 


products, 


independent retailers charge 
brand name goods it makes. 
Chairman Howrey asks, “Why ar- 
gue?” He says it is such a novel 
situation, the public interest in the 
matter hardly justifies the effort 
FTC puts into deciding the case. 
Moreover, he points out that Con- 
gress has specifically indicated its 
desire to encourage “fair trade.” He 
feels this is a perfect example of 
unnecessary hair splitting. 


Census Problems . . That special 
review committee which has been 
studying the operation of the Cen- 
sus Bureau will probably have a 
good deal of influence on the kind 
of census program the government 
operates during the next decade or 
so. 

The committee, under Dr. Ralph 


Continued on page 32 
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5 RESEARCH son | 


If you want to do a thorough job of selling your 
products to the Chemical and Process Industries, 
you sell them all—the presidents, vice-presidents, 
general managers . . . works executives, produc- 
tion managers, chief engineers . . . directors of 
research, planning and development . . . chemists 
and chemical engineers . . . 








J . . . . 
. . because all are active participants in 


——— the specifying and buying of practically 
SHEMICg l every bit of equipment and materials pur- 


ENGINEEp chased by these twenty-four big industries. 








You sell them all—in Chemical and Engineering 
News—the magazine that does the most thor- 
ough, complete job of reaching 75,000 really im- 
portant men in the Chemical and Process Indus- 
tries . . . more than twice as many as any other 
magazine serving this eighty-five billion dollar 
field, at the lowest cost per thousand! 








HEMICAL AND ENG 
WORKS Prey 
MANAGER - 

















CHICAGO 
CLEVELAND 

SAN FRANCISCO 

LOS ANGELES 

SEATTLE 

DALLAS 

DENVER An AMERICAN CHEMICAL SOCIETY Publication 


Advertising Management: REINHOLD PUBLISHING CORPORATION 


330 West 42nd Street, New York 36, N.Y. 
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a oT 


a golden opportunity 
to get more for your 








transit 
advertising dollar! 





1954 marks the 50th birthday 
of MASS TRANSPORTATION. 
This will be appropriately com- 
memorated with a special Golden 
Anniversary issue in January. 
Contents will include a history 
of the transit industry, an album 
of old time transit photos, articles 
by distinguished transit pioneers, 
a preview of the next half century 
. . . These and many other fea- 
tures will make this issue a 
treasured souvenir . . . a lasting 
advertising investment. 

We suggest 
that you plan 
now to start 

your ‘54 
transit ad program in this Golden 
Anniversary number. 

Remember—for 50 years— 
MASS TRANSPORTATION has 
been the leading “top executive’ 
transit publication. Repeated sur- 
veys* prove that it is read most, 
enjoyed most, rated most helpful 
by the men who count most. 

*Survey copies available upon request. 


See SRDS, 21—or write for rate card. 


A-8558 


TRANSPORTATION 


222 WEST ADAMS ST. 
CHICAGO 6, ILL. 


Cm I GE 
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Washington 


Watkins, director of research for 
Dun & 
through every phase of the Census 
Bureau’s program in the hopes of 


“time- 


Bradstreet, is combing 


recommending a_ census 
table” to Commerce Secretary Sin- 
clair Weeks before the ends 
The committee has invited market- 
ideas about the 


year 


ers to submit their 
frequency and coverage of censuses, 
and the surveys which are made in 
off-years. 

The report is particularly impor- 
tant because there cannot be an- 
other Census of Manufactures and 
Business until 1958 unless Congress 
agrees to change the timetable es- 
tablished by existing law. The cen- 
sus was supposed to have been tak- 
en covering 1953, but funds were 
denied. 

So far the Watkins committee has 
heard complaints that the Census of 
Manufactures at five year intervals 
is inadequate. There is some feel- 
ing the government ought to return 
to the biannual schedule for this 
one. On the other hand, the Wat- 
kins group is under a compulsion to 
hold down the costs of government 
statistics. It would like to substitute 
surveys for censuses to the greatest 
extent possible. It would also like 
to find a way to enable business to 
stand a larger share of the cost of 
census work. 


Needed: World Trade. . A quick 
look at the figures on U.S. economic 
activity abroad provides convincing 
proof that the special Presidential 
Commission on Foreign Economic 
Policy will have to come up with 
recommendations which will en- 
courage rather than check the free 
flow of trade. 

The commission, under Clarence 
Randall, chairman of Republic Steel, 
is supposed to have a trade policy 
ready for the President soon after 
Congress returns in January. It is 
currently soliciting ideas from the 
scores of special-interest groups 
which are familiar with the tech- 
nicalities of the world trade prob- 
lem. 

Meanwhile, however, the 
merce Department has been issuing 
some figures which indicate the im- 


Com- 


portance of export business to a 
prosperous U.S. For 12 months end- 
ing June 30, for example, foreign 
aid and military assistance meant 
over $7,000,000,000 of goods . . the 
highest amount since the end of 
World War II. 

By 1953, U.S. private business in- 
vestments abroad had reached $15 
billion . . an increase of more than 
$3 billion since 1950 when a com- 
prehensive census of foreign invest- 
ments was completed. 

Of the latest $3 billion increase, 
more than half was made in Canada, 
and another billion Latin 
America. Total U.S. 
Canada currently amount to over 
$5 billion. In Latin America they 
total $5.7 billion, with Venezuela 
and Brazil registering the most im- 


was in 
investments in 


pressive increases. 


Budget Unbalance.. It certainly 
isn’t official at this point, but the 
administration is making no effort 
to discourage reports that the fed- 
eral budget for the coming year will 
be far from balanced. 

Continued defense demands, as a 
result of Soviet progress in the nu- 
clear field, have prevented the De- 
fense Department from meeting the 
“targets” suggested by the Budget 
Bureau. 

At the same time, the administra- 
tion has backed away from the sales 
taxes which would be needed to 
cover the rather substantial gap be- 
tween federal expenditures and 
probable revenue. 


Weeks Reshuffles . . Commerce 
Secretary Sinclair Weeks absorbed 
the National Production Authority 
into a new permanent part of his 
department called the Business and 
Defense Services Administration. 
This new organization has some 
25 industry divisions, led by key 
people on loan from industry. It is 
designed to provide the department 
with reliable information about in- 
dustry problems and help industry 
get government assistance. 
Meanwhile the Office of Defense 
Mobilization decided to wine out 
the last of the remaining restrictions 
on the of materials for non- 
defense purvoses. While it recog- 
nized that nickel is still very scarce, 
ODM said the controls might be do- 


ing more harm than good. « 


use 





pick your own 
Petroleum Industry 
audience . , , 


Engineer 


P. O. BOX 1589 DALLAS, TEXAS 
PASADENA, CALIFORNIA: Richard P. McKey, 465 E. Union 
St., RYan 1-8779, New york: Joe B. Woods, 52 Vanderbilt 
Ave., MUrray Hill 4-1880, cuicaco: E. V. Perkins, 53 
W. Jackson Bivd., HArrison 7-6883, pALLas: Abbott 
Sparks, Irwin-Keasler Bldg., STerling 4403. 


Yes ... among oil papers only The Petroleum 
Engineer lets the reader choose the editorial 
coverage he wants . . . whether Specialized or 
Ail-Industry. And only PE lets you, the advertiser, 


pick your own petroleum Industry audience ... 


whether Specialized or All-Industry ... and pay 
for only the circulation you need. Here’s how 
simply it works: 


FOR SPECIALIZED COVERAGE: 


For Specialized Coverage: If your products or services 
are sold in just one division of the petroleum industry, 
buy space in one of these three specialized editions: 
Drilling and Production Edition or Refining and Petro- 
chemical Edition or Oil and Gas Pipelining Edition. 
Now, in addition, and at no extra cost, your advertise- 
ment placed in any one of these Specialized Editions 
is also distributed to an all-important segment of addi- 
tional subscribers by the Combined Edition. This 
edition is simply a composite of the three specialized 
editions, subscribed to by all those operating men 
who prefer editorial coverage of the entire industry. 


This means that a drilling-producing ad goes in two 
editions to 14,792 ABC subscribers; a refining-petro- 
chemical ad goes in two editions to 7,850 ABC sub- 
scribers; an oil and gas pipeline ad goes in two editions 
to’ 7,045 ABC subscribers. You pay only for the cover- 
age you want. You reach both the Specialized and Com- 
bined interest reader in the edition of his preference. 


FOR ALL- INDUSTRY COVERAGE: 


For ALL-Industry Coverage: Each of PE’s three 
Specialized Editions . , . and PE’s Combined Edition 

. contains a General Section of editorial interest 
to all petroleum readers. If your product or service 
demands aill-industry coverage, you buy space in this 
General Section. This means your all-industry ad goes 
in all four separate PE editions . . . to 22,131 ABC 
subscribers at a modest “across the board” rate. All 
four editions are published monthly .. . released 
simultaneously .. . with only one plate required. 


Contact your nearest PE representative today to 


learn more about this economical and effective PE 
advertising plan. 


Not 1—Not 2—WNot 3—But 4 Separate Magazines 











BECAUSE OF 20,786 
PAGES OF READER-INTEREST 


Editoral pages filled with vital facts. 11,193 
pages of news on bids wanted, contracts 
awarded and contract descriptions. 3,914 
pages of local job stories — easily read reports 
on the reader, his friends, his competitors. 
4,962 pictures to make ACP papers attractive. 
1,758 pages of equipment, literature, manu- 
facturer and distributor news to keep the 
reader well informed. 


BECAUSE OF 414 
MARKET SPECIALISTS 


Men, who know what they’re writing about 
and their readers interests, make up the staffs 
of ACP publications. There are 20 editors who 
know the construction industry, through and 
through; 65 field editors and reporters who 
get down to earth for facts; 41 photographers 
who add interest to ACP pages; 49 news 
editors; 238 rank-and-file reporters who supply 
stories of meetings, jobs, people and events. 








BECAUSE OF 18,537 
PAGES OF ADS 


Success of advertising schedules in Associated 
Construction Publications is shown by the 
steady rise in advertising volume. Last year, 
181 leaders in this field maintained constant 
schedules. $2,008,726 was invested in ACP 
advertising. Dealers used 4,123 ACP pages 
to carry their own sales message. Construc- 
tion men read these ads to keep up their 
competitive position and to find new ways of 
doing things better 


Gssociaten 


WANT MORE FACTS? 


Write to Gordon Anderson, Sec’y., 1022 
Lumber Exchange Bldg., Minneapolis, Min- 
nesota, for complete information on one or all 
the Associated Construction Publications. 
You can use one, several or all the books to 
open doors where you want to sell. Use ACP 
the key to the industry — to open the door 
in ‘54! 
(Special Representative, for the group only, 
is Jack Bain Company, 545 Fifth Avenue, New 
York 17, N.Y.) 


(onstruction 









TO OPEN THE 


80,479 





Construction 


Serving the states of 
North Carolina, Vir- 
ginia and West Vir- 
ginia — total circula- 
tion 3,241 


Construction Bulletin 


Serving the West 
North Central area 
with circulation in 
Minnesota, North 
Dakota, South Dakota 
and Northern Iowa — 
total, 5,802 





CONSTRUCTION MEN 


A survey by an independent research 
corporation proves that, of many publi- 
cations going to construction buyers, one 
publication gets read first and from 
cover to cover. That one publication 

is the buyer's regional construction 
magazine — his ACP book. 

The survey shows that construction 

men are hungry for the news that gives 
the bid asked news, 


the job letting news, the local 


them work - 


job reports, the activities of their 
neighbors and other items from their 


own locality. 


Serving the East North 
Central area with cir- 
culation in Ohio, 
Indiana and Illinois 


— total 9,027 


Constructioneer 


Serving the Middle 
Atlantic states area 
with circulation in 
New York, Penna., 
New Jersey, Delaware 
and Maryland—total 
12,011 





Construction News Monthly 


Serving the states of 
Arkansas, Eastern 
Missouri, Louisiana, 
Oklahoma, Missis- 
sippi and Western 
Tennessee — total 


‘ 


Dixie Contractor 


Serving the states of 
Alabama, Florida, 
Georgia, S. Carolina 
and Eastern Ten- 
nessee — total 5,708 


N 





Michigan Contractor & Builder 


Serving the entire 
state of Michigan — 
total circulation 3,363 


Mid-West Contractor 


Serving the states of 
Kansas, Iowa, West- 
ern Missouri, Okla- 
homa and Nebraska 
— total 6,308 





Mississippi Valley Contractor 


Serving Southern Il- 

linois, Kentucky, East- 

ern Missouri, West 

Tennessee, North Mis- 

sissippi and Arkansas 
— total 5,261 


New England Construction 


Serving the New Eng- 
land states of Maine, 
N. Hampshire, Ver- 
mont, So Rhode 
Island and Conn. — 
total 4,480 





This preference and thorough reading 
means your ad will be seen and 

read —— on the pages of an 

Associated Construction Publication. 
It's up to you to make your ad sell the 
man. ACP only assures that his 

door is open for your message 


— and wide! 


Auerications 


Serving Colorado, 
New Mexico, Utah, 
Wyoming, Eastern 
Nevada, Eastern Ari- 
zona total 6,137 


Southwest Builder & Contractor 


Serving the area of 
Southern California, 
Arizona and South- 
ern Nevada total 
circulation 6,792 





Serving the entire 
state of Texas —- total 
circulation 2,842 





Western Builder 


Serving the states of 
Wisconsin, Northern 
Illinois and Upper 
Michigan—total 
3,734 





53.9% 


of plant managers 
superintendents 
supervisory engineers 
in the 


AIRCRAFT 


INDUSTRY 


régulorly read 


No surprise — 
after all, 95.5% 
® of NEWSWEEK ’s circulation 
is among people of consequence 
* in business, industry, 
the professions and government. 





Newsweek 


First Choice 
to Sell the Top 
of the Industrial 

Market 
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Light touch in industrial ads 
.. Who uses it... why? 


few months back, ‘’Problems 
Marketing’ discussed the ques 
an Humor Advertising Hel; 
H wever, the 
ow any specific examples 
humor’ campaign 
ld be interested in see 
have 


t other industrial advertiser: 


® YOU'LL PROBABLY be interested in 
a campaign currently running for 


| on Ruin 
| ytd D 
te ound “Panes 





SIMONDS 


ABRASIVE CO 


c 
tng wt 





| 





Simonds Abrasive Co., Philadelphia 
manufacturer of grinding wheels 
and abrasive grains. While it makes 
no attempt at side-splitting humor, 
it does accomplish a certain light 
touch. 

D. S. Saurman, Simonds’ adver- 
describes the cam- 
“largely based on 


tising manager, 
paign as_ being 
cartoon treatment of what we call 
the whimsical style which may be 
described as bordering on humor 

but it is not necessarily funny 
or comic. 

“1953 is the third year for this 
campaign, and we believe we have 
established a cumulative value of 
company and _ identity 
not associated with any other grind- 


recognition 


ing wheel manufacturer. 

“Observable 
good as compared with our previous 
use of full pages in 
back for a period of many years 


reaction has been 


color going 
Advantages in this program have 
that two-third page 
units alongside editorial matter for 


been space 


a given amount of money have 
permitted almost twice as many ad- 
vertisements and about twice as 
much circulation.” 

Another industrial advertiser us- 
ing the light approach is the 
McGean Chemical Co., Cleveland. 
According to McGean’s J. K. White, 
the objective of the campaign is to 
re-establish the company’s name as 
a source of supply for nickel anodes 
and plating chemicals. (Due to gov- 
ernment restrictions, McGean had 
not actively advertised these mate- 
rials since pre-Korean days.) 

And from the north country we 
have an example of the good use 

Continued ise 38 














by AL JEFFERY 


n the process industries, specifiers 
are as anxious to buy as you are to sell. 
These men, who work in teams on highly 
secret projects and processes, guard their 
signals more carefully than quarterbacks 
on the football field. Though they seldom 
talk to outside salesmen, these process 
men must have instant access to thousands 
of technical facts on hundreds of diversi- 
fied products and services. 


It is true that hundreds, often thousands 
of individual catalogs are received each 
year by any sizable process plant. The 
question here is whether the right catalogs 
go to the right men. And when any one 
individual is swamped by scores of cata- 
logs, he soon becomes exhausted playing 
hide and seek with your product data. 
Regardless of the number of individual 
catalogs he has jammed into closets and 
packed into file cabinets, you will find 
that he keeps Reinhold Catalogs within 
arm's reach. 


In Chemical Engineering Catalog, 2,000 
pages of detailed data on process equip- 
ment, engineering services and materials 
of construction are bound to help process 
men solve today’s problems—fast, confi- 
dentially, without waste time. CEC is ex- 
ceptionally easy to use —completely 
indexed by company, product, trade name 
and functional guide. Designed by process 





Specifiers are too busy 


to play hide and seek 


(Advertisement) 


ae ce oe 


in selling the 
process industries 


with your product data 





men for process men, Chemical Engineer- 
ing Catalog carries the selling literature 
of over 500 leading manufacturers. In 
many cases manufacturer's familiarity has 
been established as a result of Reinhold’s 
re-distribution program. For 4 of a cen- 
tury CEC has been part of college instruc- 
tion in process design where a habit of use 
was developed before plant careers began. 





Since 1916, CEC has proved to be the 
surest, soundest, most economical means 
of putting your sales literature in the 
hands of the right men in the right plants 
...and keeping it there for 365 days. Our 
files are filled with recent direct reports 
from thousands of users. 


If you would like to see many specific 
examples of how process industries spe- 
cifying teams select products similar to 
yours, call in your Reinhold Catalog dis- 
trict manager today. 
















y fs IN THE 

A PROCESS INDUSTRIES 
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Process Industries 
Specifying Teains turn to 


CHEMICAL ENGINEERING CATALOG 
for detailed, 
up-to-date data on 


e process equipment 
e engineering services 


e materials of construction 


Your equipment and engineering 
service facts, found in the 
easy-to-use Chemical Engineering 
Catalog, are consulted inside 

more than 13,000 Dun & Bradstreet 
company-raied plants for 12 full 
months, by specifying teams 
seeking help in the solution 

of process problems. 


To learn how you can develop 
profitable sales through low-cost 
leads, read “HOW TO KEEP 
SALESMEN FROM GOING WRONG.” 
Coupon will bring you this free new 
pocket-sized pamphlet. 


CHEMICAL ENGINEERING CATALOG 
Reinhold Publishing Corporation 
330 W. 42nd St., New York 36, N. Y. 
Please rush my free copy of: “How 
TO KEEP SALESMEN FROM GOING 
WRONG,” 


Name. 





Title 





Cc 








ad A 


Street 





City State. 
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problems... 


t 


a, . r 


up a tree... of late? 


if the michel shortage Nas you up a tree 


tryeng to mamta production take 








advantage of out ability to convert 
your michel anode scrap into ether McGean 

















Besplate type michel anodes or nickel chemical 








advantage! 








is easy when you use the 






the wheel. In 21 basic 
industries where motion is 
produced, transmitted or 
controlled, the “big wheels” 
who keep things moving 
are mechanical engineers. 
Manufacturers know that 













these “big wheels” in buying 
and specifying, produces 
important sales of materials, 
equipment and services. 








one publication that sells 
35,000 mechanical engineers 
exclusively, in industry 
after industry. 







Engineers are educated 
to specify and buy. 







MECHANICAL 





ENGINEERING 


Published by 













New York 18, N. Y. 








ultiplying mechanical power 


ancient principle of the axle and 


concentrated selling effort on 


MECHANICAL ENGINEERING is the 





THE AMERICAN SOCIETY OF 
MECHANICAL ENGINEERS 


29 West 39th Street QD 








— 
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For details write today 
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Whimsy? . . McGean tries light touch, t 


of humor in direct mail. 

R. J. Unsworth, assistant adver- 
tising manager of Ferranti Electric, 
Ltd., Mount Dennis, Toronto, had 
the problem of injecting interest in- 
to the subject, “The 
Loading of Oil-Filled 
Transformers in the Rat- 
ings.” Five four- 
page mailing piece helped do the 
trick. Here’s one of them: 


breathless 
Ferranti 
Lower 
cartoons in a 





SHORT-TIME LOADING WITH 
MODERATE SACRIFICE OF LIFE 
EXPECTANCY 


Ferranti Electric uses cart 


Gags 


jags im ‘company bHulietins t humanize 


il tilled transformers 


[For additional material on humor 
in industrial advertising see “Let- 
ters to the Editor” (IM, Aug.) from 





Service Corporation, 


Seismograph 
Tulsa, Oklahoma; and “Letters to 
the Editor” (IM, March) from West 
Disinfecting Co., Long Island City, 
New York . . Ed.] 





nissed ‘‘Problems’’ from the December 
issue of Industrial Marketing, and 

nly today read your piece, “Eight steps 
f yettina good advertising case his 
ries.” Steps six, seven and eight gave 
ygestions for dealing with out-of-town 








roblems is to find a g 
photographer when I hit the road. I have 
ecently heard of a directory which lists 
the better photography sources from coast 

soast ‘an you tell me where I can 


tain a copy Assistant Advertising 






® ONE DIRECTORY we know of is, 
“Directory of Professional Photog- 
raphy.” It lists some 5,000 photog- 
raphers, and is available from the 
Photographers Association of Amer- 
ica, 152 W. Wisconsin Ave., Mil- 
waukee, at $5 a copy. 

Another good method of finding 
photographers when you're on the 
road is to call up any good indus- 
trial advertiser who happens to be 
located in the community. Local 
ad-managers are usually able to 
recommend good _ local photog- 
raphers. 

If you're too busy to hit the road, 
there are organizations which will 
take over the entire job for you. 
Organizations offering this type 
of service include Interstate Pho- 
tographers, 247 46th St., New York, 
N. Y. and James O. Peck Co., War- 
ren Building, Michigan City, In- 
diana. a 


Chet Bokelund, ad manager, 
‘U. S. News,’ dies 


® WASHINGTON Chet Bokelund, 
64, national advertising sales man- 
ager, U. S. News & World Report, 
died at his home in Short Hills, 
N. J., Oct. 7. 

Mr. Bokelund joined U. S. News 
& World Report in 1940 as New 
England representative. He became 
regional manager for the Cleveland 
office, later returning to New York 
as eastern sales manager, before be- 
ing promoted to national advertising 
sales manager. 



















Do You Have It? 





Usdin Galesmen THIS WAY 2 


. three-quarters of an inch too far west 


Whoops . . 
and instead of a salesman in Detroit, you've got 
one in Devereaux, Michigan, population 35, 
principal industry . . . none! 


Of course, no real-life sales manager uses such 
a method. He must use eyes-open procedures. 
Advertising managers too, want specific informa- 
tion about circulation ia order to allot their 
budgets most intelligently and effectively. For 
complete coverage, deepest penetration of the 
metalworking industry, they select MODERN 
MACHINE SHOP. 


Its 40,000 circulation .. 


... includes 28,000 “plant circulation,” individual 


. largest in the industry 


plants receiving one or more copies. This plant 


circulation alone is as large as the entire circulation 


new 48-page study of market and media facts...write today! 


of many metalworking publications. The total 
circulation is 87¢¢ personally requested eee 


under 100° personally verified ! 


MODERN MACHINE SHOP'S “production ex- 
ecutive” readers, who prefer its how-to-do-it” view- 
point, make it the preferred media in the metal- 
working field. Its readers, whatever their titles, 
have one function in common: (hey purchase, 
specify, recommend or influence the buying of 
equipment and supplies. 


It makes good sense and profit, too... to 


“put your money where your market is!” . . . in 


. your copy of “Highway to Metalworking,” 


MODERN MACHINE SHOP 


ipa 


431 Main Street, Cincinnati 2, Ohio 
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News 


of industrial sales and advertising 


Hits over-specialized ad courses 


University dean urges agencies 
to teach techniques, leave 


broad education to schools 


Highly 


courses in advertising in the na- 


® CHICAGO specialized 
tion’s colleges and universities are 
not the way to prepare students for 
careers in either industrial or con- 
sumer advertising, John E. Jeuck, 
Dean of the School of Business at 
the University of Chicago, believes. 

Addressing the Central Council 
of the American Association of Ad- 
vertising Agencies at its annual 
Jeuck 


some educational tendencies toward 


meeting, Mr condemned 


“expansion of what was once a 
course in the principles of adver- 
tising into a succession of fragmen- 
tized elements of the basic course so 


that we find advertising principles 


Industrial Admen Confer. . 7! 
rior ind president, Haire Pul 


then problems in advertising, then 
advertising management, then prob- 
lems in advertising policy, copywrit- 
ing, retail advertising, copywriting 
for retail stores, mail-order copy- 
writing, radio advertising, etcetera, 
etcetera.” 

He said that advertising agencies 
and departments can teach these 
techniques better than can schools. 

Observing that the University of 
Chicago offers no courses in adver- 
tising, he said: 

“IT am not here, however, to de- 
fend the proposition that no courses 
in advertising should be taught 
Although I think that it is better to 
have too few than too many. 

“IT do not mean to imply that edu- 
cational institutions should not offer 
certain highly specialized courses 
for people with appropriate back- 


am 


ereerr® 


oS eeerrae sit? 


grounds and interests. It does seem 
to me, however, that this great spe- 
cialization in terms of limited areas 
of narrow application should be 
provided largely on an extension or 
adult education basis.” 

Emphasizing that universities can 
perform an important part of the 
preparation of students for careers 
in advertising, he said: 

“One of the things that academic 
programs can do is to lead the stu- 
dent to become proficient in the 
basic tools of analysis and to ac- 
quaint him with the types of prob- 
lems in all the principal areas of 
business policy such as market- 
ing, production, finance and human 
relations. 

“It would be as naive as it would 
be presumptuous to claim that stu- 
dents are brought to an extraordi- 
nary level of competence in any one 
of these areas during their in-school 
term. There is substantial evidence, 
however, that when on the job, they 
do a more effective piece of work 
on any particular problem by virtue 
of their sensitivity to its relation- 
ships to other aspects of the firm’s 
policy.” 

Asserting that general education 
is preferable to highly specialized 
courses for the development of ad- 
vertising men, he said: “It would 
seem obvious that the social or be- 
havioral sciences are to advertising, 
selling and management generally 
biological 


what the physical and 


sciences are to engineering and 
medicine. . . . I cannot but think 
that this is a much more promising 
avenue in education for advertising 
than are some textbooks or the 
critiques of instructors on the qual- 
ity of a student’s advertising cam- 


paign.” 


Who makes best publisher. . 


sales manager or editor? 
® CHICAGO If you could choose 
between the sales manager and the 
editor, whom would you pick as 
most fitted to become publisher of 
any business publication? 

Of three 
asked that question, two voted for 
the sales manager. The third ex- 
ecutive insisted that it depends on 
the individual. They offered their 
opinions when asked the question 
at a meeting of the Chicago Dotted 
Line Club. 


publishing executives 








‘One good idea pounded home with reason and consistency others used more space in The Journal than in any other oil 
is as effective as a haymaker; but neither the boxer nor the paper .. . about four times the combined total of the next six. 
advertiser succeeds with light jabs tossed anywhere.” 
These advertisers concentrated their advertising in The Journal 
An old adage, a true one, and one thoroughly proved by the for the same reason busy oil men concentrate their reading 
hundreds of advertisers who concentrate their advertising in time, Because no of] man can possibly spare the time to read 
The Journal. 30 oil papers ... or 10 or 5 .. . any more than an advertiser 
can schedule a dominant. campaign in them. But, by cwncen 
Of the 1,579 companies who advertised in some oil paper in trating in the leading publication, both reader and advertiser 
1952, 1,407 advertised in The Journal. (As opposed to 583 in benefit mow from the expenditure of their time and money. 
the second publication, 566 in the third, 425 in the fourth, 
etc.) Of these, 176 used The Journal exclusively (more ex- Ic's true of readers and advertisers . . . WHEN BOTH 
clusive contracts than in the next six combined). And 219 CONCENTRATE! 
PROVE IT YOURSELF... Mail to your own list (up to 500)... “ ee ene sn sara avi sed yo 
your own letter asking questions on readership . .. have replies Ser Soe ane ok ce 


application of your equipment in all segments 


- of the petroleum industry; help you in deter- 
sent to you... tabulate the returns yourself . . . then bill The mining market potentials and other essential 


Journal . . . WE PAY THE COST. —_ 


“Concentrate your advertising in The Journal... CONCENTRATION GETS RESULTS” 


TULSA @ NEW YORK @ CHICAGO @ HOUSTON 
PITTSBURGH @ LOS ANGELES @© ENGLAND 




















Safety men have a strong veto power 
in the purchasing of maintenance 
and materials handling equipment. 
They can also be your greatest allies 
in insisting on installation of mod- 
ern, efficient procedures .. . effect- 
ing safer working conditions. 
That’s because roughly 35% of all 
safety problems are basically prob- 
lems of good maintenance and ma- 
terials handling. 


SAFETY MAINTENANCE and PRODUCTION 
presents you with an audience con- 
ditioned to think of safety and main 
tenance as a package. 

It consists of safety men, mainte- 
nance officials, plant operating offi- 
cials and company executives. 

Sell them on the safety features of 
your product and half your fight is 
won. For SM&P’s readers think in 
terms of teamwork — all hands have 
to approve before a product is 
ac cepted. 

And since this group has the pur- 
chasing power in more than 15,000 
separate plants, it’s worthwhile get 
ting on their side of the bars. 
IMPORTANT FACTS ABOUT SM&P 

COMPLETELY PAID CIRCULATION .. . 
assuring you of readers’ interest 
and response. 

GROWTH . . . circulation has in- 
creased 32% in the past three 
years ... giving you a constant 
saving in per thousand rates. 

INQUIRIES . . . increased 52% in 
the first six months of 1953 
over the corresponding period 
in 1952., 


Safety 
Maintenance 


and Production 


America’s Pioneer Magazine in its Field. 
An Alfred M. Best Co., Inc., Publication 
75 Fulton St., New York 38, N. Y. 


Atlonta Cincinnetti 
Boston Dallas 
Chottonooga Los Angeles 
Chicage Richmond 
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Charles E. Price, manager, Keeney 
Publishing Co., Chicago, and By 
Sawyer, sales manager, Chemical 
Engineering and Chemical Week, 
New York, agreed that the man who 
aspires to be a publisher must learn 
to think in terms of circulation and 
editorial, as well as sales, but that 
sales is the first responsibility of the 
publisher. Their votes went to the 
sales manager. They were partici- 
pants in a panel discussion of the 
problems of moving up from sales- 
man to a better job. 

G. D. Crain, Jr., publisher, inpus- 
TRIAL MARKETING and Advertising 
Age, who was present but not offi- 
cially a panelist, was asked to give 
He said that both types 
of executive could be equally well 
qualified and that the ideal choice 
would be “either a salesman who is 


his “vote.” 


very editorial-minded or an editor 
who is very sales-minded.” 

Mr. Crain said that the big pre- 
requisite of the successful publisher, 
or of those who aspire to be one, is 
to know the market. You must 
know your advertisers’ problems 
and help them to solve those prob- 
lems. Once you do that, your 
other problems of circulation, etc., 


365 Years . . These 
orp., represent 365 ye 
xsearch manager; R 


H. F. Thomas, Pittsburgh manager 


dwindle. “That is the key to mod- 
ern business paper salesmanship,” 
he concluded. 

Mr. Sawyer said that among the 
ways for aspiring salesmen to learn 
more about circulation and editorial 
is to spend more time with the cir- 
culation manager, call on subscrib- 
ers occasionally and encourage the 
editor to visit you in the field and 
make sales calls with you periodi- 
cally. 

Mr. Price said that the salesman 
with publishing ambitions must 
(1) do his job better than anyone 
else, (2) develop a balanced knowl- 
edge of circulation, editorial and 
sales .. not sales alone, (3) have 
patience it usually takes many 
years to move up and (4) acquire 
some capital.” Admitting that capi- 
tal is a big stumbling block, he 
said that bank loans are difficult 
to get for publishing ventures be- 
cause the investment is largely in 
people, not physical assets. 


‘Vision’ goes in the black 
after three years in Americas 


® NEW YORK. . Vision, news maga- 
zine published for Latin America, 
has announced that it will go “in 
the black” in November, nearly 

three years after its first issue. 
Advertising volume has_risen 
continued on page 44 


W. Dodge 

ks, market 

EE Ry tor of research 

1 manager; J. M. Williams, eastern 
Y 


manager. Seated: M. King, Cleveland manager; G. H. Partridge, N. Y. manager; C. L 


Williams, executive v.p., Dodge, general manager, Sweet's; J. T. Little, v.p. Dodge; E 


J 


Eyler, Chicago manager; A. G. Elkington, New York manager 


manager. Photo was taken at sales 


B. Wagner, Los Angeles 


YT) 


slaware, Pa 





Here are the 


that count in Aviation coverage 








COMPARE the CIRCULATIONS of the advertising leaders: 


' ! ' ' | ' 
AIRCRAFT MERS. ENGINE MFRS. 
Only American Aviation AMERICAN. 

offers A.B.C. circulation AVIATION 

to prove reader demand — AVIATION 

plus C.C.A. to insure WEEK 
complete coverage. AVIATION | 
Circulations shown from AGE 
latest (June,1953) ABC and 
CCA publishers’ statements. : : TERMINAL AIRPORTS 
Airline circulation figures AMERI 4 AMER 

are totals of all U.S. AVIATION. AVIATION: 


and foreign carriers. 
AVIATION | 
Wi : WEEK 


AVIATION | 
AGE 





AMERICAN AVIATI 


58% gain in paid circulation; 
123% gain in total audited 
circulation in the past 

year! All figures on graph 
obtained by subtracting 
circulations shown on the 
June, 1952, statements from 
those shown on latest 

(June, 1953) statements. 











Respected throughout the world as the authentic 
voice of the industry with more editorial awards 
than all other aviation magazines combined! 


Write for complete information 


AMERICAN AVIATION PUBLICATIONS, INC. 


Advertising Office © La Guardia Airport, New York, N. Y. 


> iy 
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VALUABLE BOOK 


for BUSINESS EXECUTIVES, 
Advertising Men and Printers 


OFFERED FREE 


This is a 66-page book 
containing reproductions 
of 307 pages from a large 

collection of specially 
selected booklets on sales 

training and direction. 


“Sales Training and 
Direction” is the third 
the S. D. Warren 


series called “Manag 


in 


ing a Business with the 
Help of Printing.” 
Executives charged 
with the responsibilities 
ot 
policy will find this book prac- 


management and business 
tical and down to earth, for 
it forcefully demonstrates the 
present-day need for thorough 
sales training and the proper 
direction of selling effort... 
and clearly explains methods. 

The volume is replete with 
distinguished examples of how 


it's done. You can find in it 


Booklet- 

: nrkdet / Manacing 
INO; WITH ‘Titp 
ofa Series HELP Ox PRINTING; 


ABUSINESs 


Sales Trainin 
_and 
| iwelveye 


™ <> 
Printing Papers 


S.D. Warren COMPANY Boston 





interesting case histories that 
will stimulate creative think- 
ing on many of your own busi- 
ness problems. 

To own and use this book is 
to incur no obligation. S. D. 
Warren Company offers it to 
you without charge. All you 
need do is ask for it on your 
« Or 


business letterhead . . 


simply fill in this coupon. 


S. D. Warren Company 
89 Broad Street, Boston 1 


Dear 


Training and Directi 


d or 


is invo 


Name 
Firm 


Pos rion 
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from a low of four pages in one of 
the publication’s early months to 
a high of 55 pages in November. 
William E. Barlow, president and 
founder, presented an award to the 
magazine's first advertiser, Charles 
Rork, export manager, Electro 
Autolite Co., Toledo manufaeturer 
of ignition equipment, at a “black 
ink” party celebrating the event. 


Union Bag & Paper wins 

direct mail ‘grand award’ 

® DETROIT Union Bag & Paper 
Corp., New York, was judged 
“Grand Award Winner” in the 25th 
annual competition for “Best of In- 
dustry” direct mail campaigns spon- 
sored by Direct Mail Advertising 
Association, New York. 

The awards were made at the 
DMAA annual conference by S. R. 
Bernstein, editor, Advertising Age, 
and INDUSTRIAL 
MARKETING, who served as chairman 


editorial director, 
of the contest judges. 

Industrial campaigns and _ win- 
ners: 

Automotive, accessories, 
W. E-. Co., Minne- 
apolis; building materials, Minne- 
sota & Ontario Paper Co., Insulite 
Division, Minneapolis; creative 
services, Sande Rocke & Co., New 
York; distribution and sales stimu- 
lation, Westinghouse Electric Corp., 
Metuchen, N. J. 

Electrical equipment, Commercial 
& Government Equipment Dept., 
General Electric Co., Syracuse, N. 
Y.; foreign markets, Abbott Labora- 
tories International Co., Chicago; fi- 
nancial institutions, Toronto Stock 
Exchange, Toronto, Canada; food 
products, Foote & Jenks, Jackson, 
Mich. 

Graphic arts and supplies, E. F 
Schmidt Co., Milwaukee; industrial 
and institutional supplies, Stafford 
Brush Co., Montreal, Canada; in- 
machinery-heavy equip- 
ment, Allis-Chalmers Mfg. Co.., 
Tractor Division, Milwaukee; indus- 
trial machinery-light equipment and 
Behr-Manning Corp., Troy, 


parts, 


service, Lahr 


dustrial 


tools, 
N. Y. 

Insurance, industrial, Employers 
Mutuals of Wausau, Wausau, Wis.: 
metal and alloy fabricators, Tube 


Yontinued on page 46 








“DIRECT 
APPROACH!” 








ONLY 


‘AIR FORCE” 


Carries Your Company Message 


@ DIRECT to the Pentagon 
@ DIRECT to the Research and 


Development Centers 


@ DIRECT to All Decision Levels 
of the Air Force Procurement 
System 


Military aviation purchases begin and end 
within the US Air Force. USAF’s military 
executives control the entire procurement pro- 
gram all the way from basic research to final 
order. 

The thinking upon which procurement decisions 
are made is based on reports and endorsements 
originating at all levels of the US Air Force. 
Included are not only the Air Staff in Wash- 
ington, Air Research and Development Com- 
mand, Air Materiel Command and AF Procure- 
ment Committee, but also participating are 
section chiefs, project off- 

cers, pilots, crew chiefs in 

the field, engineering, in- 

dustrial planning and test 

evaluation personnel. 


Only in Air Force Maga- 
zine can your company 
reach all these key people: 
the “Men of Decision” of aN j 
the US Air Force. Sh asc 





Aero Design & Engineering Corp 
Aerodex, Inc. 
Air Associates, Inc. 
Aircraft Radio Corp. 
American Airlines 
American Chemical Paint Co. 
American Machine & Foundry Corp. 
Arma Corporation 
AVCO Manufacturing Corp. 
Lycoming-Spencer Division 
Aviation Engineering Corp. 
Barium Steel Corporation 
Bell Aircraft Corporation 
Bendix-Aviation Corporation 
Eclipse-Pioneer Div. 
Products Division 
Scintilla Magneto Division 
BG Corporation 
Boeing Airplane Company 
Borg-Warner Cérporation 
Pesco Products Division 
Breeze Corporation, Inc. 
Canadair, Limited 
Cessna Aircrait Company 
Chase Aircraft Company 
Clary Multiplier Corp. 
Consolidated Vultee Aircraft Corp. 
Continental Motors Corp. 
Curtiss-Wright Corporation 
Propeller Division 
Wright Aeronautical Corp. 
de Havilland Aircraft of Canada, Ltd 
Douglas Aircraft Corp. 
DuKane Corporation 
DuMont, Allen, B., Laboratories, Inc. 
Fairchild Engine & Airplane Corp. 
Aircraft Division 
Guided Missiles Divisior 
Ranger Division 
Stratos Division 
Fine Organics, Inc. 
Flight Refueling, Inc. 
Foote Bros., Gear & Machine Corp. 
Garrett Corporation 
AiResearch Mfg. Division 
General Electric Company 
General Metals Corporation 
Adel Division 
General Motors Corporation 
Aeroproducts Division 





Allison Division 
Harrison Radiator Division 
Gilfillan Bros., inc. 
Goodyear Tire & Rubber Co. 
Grand Central Aircraft Co. 
Grumman Aircraft Engineering Corp. 
Holley Carburetor Company 
Hughes Aircraft Company 
Jack & Heintz, Inc. 
Ketay Manufacturing Corp. 
Kidde, Walter & Company 
Kolisman Instrument Co. 
Lavoie Laboratories, inc. 
Lear, Inc. 
Link Aviation, Inc. 
Lockheed Aircraft Corp. 
Magnetic Metals Co. 
Marmon-Herrington Co. 
Martin, Glenn L., Company 
Maxim Siiencer Company 
Minneapolis-Honeywell Reg. Co. 
New York Air Brake Co. 
North American Aviation, Inc, 
Northrop Aircraft, Inc. 
Pacific Airmotive Co. 
Radio Corp. of America 
Railroads of the US 
Raytheon Manufacturing Co. 
Republic Aviation Co. 
Rheem Manufacturing Co. 
Rohr Aircraft Corporation 
Ryan Aeronautical Co. 
$i ds A ries, inc. 
Sperry-Gyroscope Co. 
Stromberg-Carison Co. 
TEMCO Aircraft Co. 
Thermix Corporation 
Titeflex, Inc. 
Twin Coach Company 
United Aircraft Corp. 
Hamilton Standard Propeliers 
Pratt & Whitney Division 
Sikorsky Aircraft Division 
United Airlines 
United Manutacturing Corp. 
Vapor Heating Corp. 
Vickers, Inc. 
Wollensak Optical Company 
Wyman-Gordon Company 





Make the D/RECT APPROACH” to the US Air Forces’ Management Team in 


AUR FOR CE en Sic ners) ae 
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Net Paid Circulation | 








Use this fast growing book 
to sell the $9 billion 
Forest Products Industry+t 





* Manufacturers of Lumber * Plywood ond 
Veneer * Wood Containers *Furniture * 
Millwork * Flooring * Prefabs * Other 
Wood Products * Lerge Industrial Wood 
Users. 











More and more top management readers 
ere buying end reading the new Wood & Wood 
Products because its editorial content is alive 
and going pieces. in fact, for the first six 
months of 1953, Wood & Wood Products 
shewed a 9% increase in net paid buying 
power circulation. This is proof that this pub- 
lication is performing a vital service ° 
helping readers operate their businesses more 
efficiently ond profitably; helping them keep 
abreast of the latest industry trends and de- 
velopments. 

Yes, Wood & Wood Products editorial leader- 
ship is winning an ever larger readership— 
creating a@ more receptive audience for your 
advertising message among the kind of read- 
ers who hove the authority — and the money 
— te buy whet you hove to sell. 


Here's What W/WP Delivers 


1. Concentrated coverage of the larger opera- 
ters—the 28% who produce 88% of the 
total industry output. 

2. High readership among TOP EXECUTIVES 
who specify purchases of products, equip- 
ment or services used in the manufacturing, 
processing ond transportation of lumber, furni- 
ture and hundreds of wood products. 

3. Planned editorial content that accents 
streamlined plant layouts, modernization of 
production equipment and machinery, better 
management and marketing methods. 

4. An audience thet's conditioned and reacy 
te buy. 

e@ If you haven't seen the NEW Wood & 
Wood Products, write for a sample copy today 
And for facts about the huge market covered 
by Wood & Wood Products, ask for our Mar- 
ket Data File including a recent readership 
report 


* Based on publisher's statement for six months 
ending June 30, 1953 


wooD 


and 


wood products 


A VANCE PUBLICATION 
139 N. Clork $e. e Chicago, Ill. 


® Phone: Finenciel 6-5380 App 


46 / industrial Marketing 





im) NEWS 


Turns, Louisville, Ky.; 
equipment and supplies, Remington 
Rand, New York; paper processors, 
Union Bag and Paper Corp., New 
York; petroleum products, Esso 
Standard Oil Co., N. Y. 

Pharmaceuticals, Sharp and 
Dohme, Division of Merck & Co., 
Philadelphia; photographic and ra- 
dio equipment, Telechron Dept., 
General Electric Co., Ashland, 
Mass.; plastic products and equip- 
ment, Rohm & Haas Co., Philadel- 
phia; printing machinery and equip- 
ment, Dayton Rubber Co., Dayco 
Div., Dayton, O. 

Publishers, advertising space, 
Business Week, New York; radio 
and television networks, National 
Broadcasting Co., NBC Western 
Network, Hollywood, Cal.; 
and television stations, Radio Sta- 
tion KJR, Seattle; rubber products, 
Dayton Rubber Co., Dayton, O. 

Textiles, 
America, New York; trade associa- 
Public Relations 
Evansville Manufacturers’ & Em- 
ployers Ass’n., Evansville, Ind.; 
transportation, freight, Greyvan 
Lines, Chicago; wearing apparel and 
accessories, Fairy Silk Mills, Shill- 


ington, Pa 


business 


radio 


Durene Association of 


tions, Division, 


Special markets, Baroid Sales 
Div., National Lead Co., Houston, 
Tex.: heating, ventilating and air 
conditioning, Minneapolis-Honey - 
well Regulator Co., 
and shows and expositions, Clapp & 


Poliak. New York. 


Minneapolis, 


Winner 


portation 


William S. Wade 
Ne ws 


presents golf trophy 


president 


ywood Publishing 
club's agency 


idmen attended. 


Advertiser changes. . 


Aubrey V. Baber . . ha 


7 
saies manager 


jeneral sales 


William L. Klinkenstein 

promotion manager, has 
{ vice-pr 

Palley Mfg. 

ein had been sale 


1948 and 


Ernest Nuber manager 


engineering department 
ointed sales manager! 


John F. Wilson . . has 
yeneral sales manager for 
imer divisions 4 

‘lifton Heights, Pa 
regional sales m 


Brewing 


Marvin S. Bandoli 
head up the recent consolid 
marketing, and 

Proto Tools, Los Ar 
diaries, P. & C. Hand F 


Ore.; Penens 


Joseph G. Ryan. . former 
Master Addresser, Minneay 
ippointea saies manager 
he will 


pian announce 


S. Charles Norris .. | 
manaae! ‘harles Bruning 
appointed manager 
‘ 


promotion 


thaler 


Ernest K. Hunt. . 


f sales pr 


hemi 
{ 4} 


irtfment manager 


jlevelopment section. R. L. Gleason has 


been namea aavertising and 1ié 
tion manager f the 
partment, and 
Roger O. Bay . . sales manager l 
vision, Bonney Forge & Tool Works, Allen 
wn, Pa., has been elected a vice-presi 
He will continue as sales manager 


Continued on page 48 





INDUSTRIAL 
MAINTENANCE 


covers and sells 
the plant 
operating group 


like 
' No other business magazine gives you the coverage of the 
nobod y’s 5 billion dollar plant operating market that Industrial Main- 
tenance does. Only Industrial Maintenance reaches more 
business than 70,000 plant engineers, maintenance engineers, and 
purchasing men in 22 basic industries. 


Readers buy the replacement and improvement products, 
materials handling equipment, maintenance and repair sup- 
plies, safety devices and sanitation equipment for 48,000 
larger* plants. They go right on buying, month after month, 
in this continuing market. They are always looking for new 
products and better ways of running their plants. 


This monthly tabloid gives them the facts about new prod- 
ucts and the informative articles that they need to keep them 
abreast of today’s rapid change. How they react is shown by 
their response to the contents of this useful publication. 


More and more advertisers are recognizing the oppor- 
tunity too. Space sold in 1952 was up 29.7% over that in 
1950. For the first 10 months of 1953, lineage is 9.3% ahead 
of the same period in 1952. The advertising renewal rate is at 
an impressive 87%. Industrial Maintenance units are lower 
in cost-per-thousand readers than those of any comparable 
medium. Units from 1/9 to full pages and 4-A colors are 
available. 

Our new booklet, ‘Industrial Maintenance ... the Way to 


Reach over 70,000 Plant Operating Readers,” will give you 


Investigate our January 1954 Plant Mainter , a, . Sey 
§ : Plant Maintenance detailed information. Write for it. 


and Engineering Show Issue... it will be hand- 
distributed at this giant industrial exposition. Minimum qualification : $50,000 Dun & Bradstreet rating, or 50 employees 


INDUSTRIAL MAINTENANCE 


MAINTENANCE PUBLISHING CO. + PHILADELPHIA 1, PA. 
ICCA INDUSTRIAL MAINTENANCE will reach them and sell them...at lowest cost-per-thousand ! 


November 1983 /'47 





—  @news 


gales finch 


il Packaging Machine & P 
multi-bi ion do ar Divisions have been 
tape 


Meat Packing Industry 


You can sell the $15 Billion dollar Meat Packing Industry by ee 

putting more sales power into your punch with the ‘one-two’ ares Vee 
combination of the National Provisioner and the Annual Meat Irvington Varnish & Insul 
Packers Guide. Here’s a result-producing sales team to sell your : i ae 

product or service — the sure way to get your share of this mar- Irvington Varnish 

ket. You can’t beat this ‘one-two’ combination for sales power. acquired in Augus 


“Doss. | NATIONAL PROVISIONER 20 toes. tas soo 


UUM | PYyBLISHED WEEKLY ocak. Scans 


A., Indianapolis 


R. L. Sears . 
ger, Ohio | 


Ind., has 


vice Ictivilies i 





’ ; : secretary and 
Many times daily . . . business decisions are 


based on the Provisioner’s editorial and 
market information. Through its weekly 
service of extensive and dependable market 
information, the Provisioner has earned the . 
title of “Voice of the Meat Packing Indus Fred J. Schrei 
try” ... plus a healthy 85% subscription i commercial 
renewal rate. The Provisioner knows how I 

to reach this vast market ... can do a 

better selling job for you. Phone or write 

today for complete information. 


Indianapolis 


ber, Jr. . 


resed! 


Warren B. Dierking . . { 


MEAT PACKERS GUIDE asssic: manases, ha 


meat PACKERS PUBLISHED ANNUALLY Se eae 


/ T . [- \ The GUIDE is the Industry's only reference 
CACNITTAL (f= and buying aid ... used consistently by James Schwarz . . former vi 
X “t ° 99.29% of the Industry for reference and and sales manager, Y&Y Distrik 
] buying information. It brings your sales Bhiadniotic, Mire dean scr 
message to plant officials at the moment ees 
they are in a buying mood. Starting with pert ey 
the 15th edition (1954) your advertising in 
the GUIDE can be in either of two separate John S. Carr . . a former sales engineer 
sections ... the Reference and Data Sec- | 1... been appointed manager of pum; 
tion ... and Buyer's Guide Section 
enabling you to tailor your advertising to 
suit the buyer’s information needs. ic f American Brake Shoe C New 





sales for American Manganese Stee! Divi 


= : R. M. Stotsenburg . . formeri; 
Write for brochures on the Provisioner and the GUIDI ite 


ya . sales department of R.C.A. Vic 
for specific information on the Meat Industry Market. esi sprees ‘ 
Camden, N. J., has been appointe 


manager of Fielden Instrument 


THE ATIONAL 1 Robertshaw Fulton Contr 


te]phia 


G @ 
Frank G. White . . manager o! sales train 
1 has been made assistant to the direc 
r of sales development, Kawneer Co., 
Niles, Mich., manufacturer of architectural 


| metal products. B. E. Bryans, formerly 
Leading Publication in Meat Packing and Allied Industries Since 1891 | Mr. White’s assistant, has been named 


15 WEST HURON STREET * CHICAGO 10 | 


manager of sales training. Raymond A. 
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LOOK INTO EVAN 








INSIDE EVANSVILLE 
IT’S LIKE THIS... 







*Or any industrial town! 







Evansville, Indiana, is a typical city in that it has today a growing industrial center. A wide diversifi- 








a wide variety of industry and good balance in its cation of plants turns out numerous types of prod- 
make-up. It is often called “Balance Point, U.S.A.” ucts for both consumer and industrial markets. 
and “Crossroads, U.S.A.” because it is the center of 

U.S. population (as computed by the Bureau of You'll find tool engineers in all types of Evansville 
Census). For this and many other reasons (it’s a industry. Here’s how they influence industry in this 












natural transportation intersection), Evansville is “typical city” 








Below is a representative list that is typical (in size) of the town’s 188 industrial plants. Listed are typical 


metalworking plants only; however, tool engineers are active in all types of Evansville industry — as they 





are everywhere. 






NO. OF 
fete] § 
ENGINEERS 






























Benerson Corporation 86 Tools & Dies 15 
Bueyrus — Erie Company 1.382 Exeavating Machinery 2 
Chrysler Corporation 3.304 Automobiles 9 
Evansville Electric & Mfg. Co. 24 Mine Repair 1 
Faultless Caster Corporation 536 Casters & Furniture Trim 3 
General Tool & Die Corporation 21 Tools & Dies 3 
Holsclaw Brothers. Ine. 12 Boat Trailers & Pipe Benders ] 
Hoosier Cardinal Corporation 1.429 Metal Stamps & Plastics 4 
International Harvester Company 4.924 Refrigerators & Freezers 34 
International Steel Company 890 Structural Steel 7 
Majestic Fabricators. Ine. 75 Metal Furniture 1 
Master Tool & Die. Inc. 12 Tools & Dies 2 
Moll Tool & Die Corp. 24 Tools & Dies 2 
Seeger Refrigerator Company 5.855 Refrigerators & Freezers 29 
Servel, Inc. 13.914 Refrigerators & Freezers 30 
Sky Service Corp. 50 Tools & Jigs 3 
W. & H. Manufacturing Company 15 Tools & Dies 2 





Source: Evansville Manufacturers’ and Employers’ Association 











INSIDE THE TOOL ENGINEER... 


Every day the tool engineer 

meets new problems that 

products or processes like 

h i yours may solve. Tell him 

a ee what you’ve got — how it 

a will step up quantity or 

Em ia tk oe oo fo quality of production, cut 
ay costs, or solve a problem 

and you've got a ready listener. Every month 

25.000 men in this receptive frame of mind go 

inside their own magazine in search of better 

Publication of ways. better products, to do the many jobs in 

The American Society of Tool Engineers their domain. Will they find your product there? 


ASTE Building, 10700 Puritan Avenue 
Detroit 21, Michigan 


















WY 
/j Ni 
Dodge, former advertising manager, heads | y, 
the new publicity and promotion depart ‘ 
ment, and Richard A. Mattson, former a: lj ] \ M 
ry wr +4 4 


sistant advertising manager! 


rising manager. 


John H. Pugh . . formerly ass 
Marketers, Inc., and the Mayers 
Angeles agencies, has been apr 
jirector of advertising and put 
tions, Axelson Div., 


r pie 
Los Angeles 


Mark E. Mooney .. formerly v 
ind sales manager, Baker 


Sorp., S. Windham, Me., has 


ungstown 
on 


R 
. . "d@ Oil City “9 vBrodtord Jl 
phoon Air Conditioning Hs ne Wer 

Y ’ New Castle pp nasyivs 

, president i ra t sale : 
N. Y., as vice-president in char 9 Stl Columbus oPittoherg 
Berton ® Charlest 
Cal-Tronics Corp. . . Los Angeles manu it i ntingtong 
= ‘ j : ‘Jonde 

facturer of electronic ee 
equipment, has moved 
at 11307 Hindry Ave. 
Industrial Ratio Map of the U. §&. 
Area of each state in exact ratio to its 
industrial value. M.P.A. covers the ‘Heart’ 


exclusively! 


George Brenard . . former account ex 
tive, Hugo Wagenseil & Associates 


ton, O., has been appointed advertising 


prone icin oA the BOOMING 90-BILLION-DOLLAR 


J. B. Trigg . . former sales representativ MIDWEST INDUSTRIAL MARKET! 
of Chase Bag Co., Chicago, has been pr 5 


moted to sales manager of the mpany 
Buffalo, N. Y., branch 


Here's your entree to BIG BUSINESS — in the 
World's Richest Concentration of Industrial Buying 
Power! Here's how to get "inside" where the real 
buying is done—where the orders are issued. M.P.A. 
does it for you like nothing else can! It's the P.A.'s 
own magazine, "must reading for all members of 
the powerful P.A. Associations in the “Heart of 
Industrial America" — 100°, “'buyer'’ coverage, 
every month. 


Agency Changes. . 


Taylor M. Ward. . Ithaca, N 
appointed agency for Federal Bre 


Co., Elmira, N. Y 


Harry G. Willis & Associates . . Gienaai Your ad in M.P.A, is the perfect introduction for 
Cal., has been appointed to direct ad your representatives. They'll report more sales: ‘The 
vertising and merchandising programs for buyer saw our ad in M.P.A—needs our products 
A. A. Hawks Co., Sierra Madre; Hydr and services—closed a deall'’ That's why so many 
Hone Mfg. Co., Huntington Park, and "national" advertisers have made M.P.A. the ex- 
Fabriform Metal Products, Los Angeles ception to an iron-clad “non-regional” advertising 
oe diag hig: hg omnolaenmars policy. They're getting value, and they're staying 
Hawks, and Bill Stoneham will handle with it. Try an ad series of your own, and you'll do 
Hydro-Hone Fabriform. the same! 


. . A few of the ‘national’ advertisers who use over 50% 
A. D. Adams . . New York agency, has of the space: ‘i wriee fer 
been appointed to handle advertising and | Dupont Roebling's Standard Oil F Rester iseve 
. Vy Tube Turns Cities Service ( 
publicity for Reon Resistor Corp., Yonkers ties: nae Aaevionn. Bax , ae ttt] (Containing 
N.Y Bridgeport Hinde & Dauch f . i OP. A. list) 
ore 2 Nicholson File Scovill Robt Gair : en your 
Assoc. Spring American Osborn Brush } ‘ ' in 
- Nat’! Malleable Nat'l Screw Ohio Injector etterhead 
Kiesewetter, Baker, Hagedorn & Smith . . Wickwire-S R Sineninen eI 


P 





New York, has been appointed advertis 
ing agency for Standard-Toch Chemicals 
Staten Island, N. Y., and Chicag 


Rick Christensen and Edwin H. Mammen 
have joined the staff of Meldrum 6 639 Penton Building 
Christensen was Cleveland 13, Ohio 


Fewsmith, Cleveland. Mr 
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ee See BBS eeeee 


(im NEWS 


a well thumbed 


issue ...isa 
well read issue | 


Packard & Kraft, Inc. . . new agency 
zanized by Leslie F. Packard and Michael 


Kraft in Worcester, Mass., has been ap 


1dvertising 
Lester E 


Mammen wa: 
iepartment inted to handle advertising for Minia 


N.H 


ria n Bearings, Keene 
Fred Wittner Advertising . . New York 
Raymond R. Lynch . . formerly associate has been appointed advertising and 


; Ri ns . iM _e, : I 2 
ith Biow ane ™ : n, Nev relations counsel for American Gilsor 


Se he ee ee eee ee ee 
litt tt th > 


tk, has been appointed an a ir ae Salt Lake City, Utah 
eee eee © va seeeeeeeee y 
> executive with David 


“a \ imm 4 
Kd x ~~) ite len Rock, N VanSant, Dugdale & Co. . . Baltimore 


~ ee! ppointed handle advertising 


add Cae 
d 4 x : ort Hagerstown 
“ Jf? i i Doo William B. Kamp Co. J 
“ ane mmercial 
f+ \ nas been appointed 


rapes \ \ for U. S. Expansion Bolt C York, Pa qe cee 2 Ki oy ales ee 
he Jon W. Simpson wil] be account executive eee ee 
‘ Douglas L. Smith 


manager, Swift & Ce 


Weber, Geiger & Kalat. . Day: 
1ippointed to handle advertising 
r C Dayton manuf 


finishing machinery 


Waldie & Briggs . . Chicag ha er The Duffy Organization . . new agency 

Every month more than five | ypointed to handl wdvertising for IIc ated at 9th St. at Monroe, Wilmington 
hundred back issues of Ceramic | Electric Ventilating hicaa el., will offer advertising, publicity and 
Bulletin are sold ‘‘over the iblic relations services. The owner is 
counter’’ to our readers to re- | ; = Frank Duffy, former Philadelphia adver 
place copies in their files too far Michel-Cather . . ee ene on tising man. Accounts include Albert W 
gone to be usable. This con- ee ere ‘o., P 
stant demand for back issues 
speaks well for Ceramic Bulle- 
tin’s editorial content, consid- Reast & Connolly . . has 
ered by most ceramists first | Malone. Moore Associates .. New York it 126 Clinton Ave., Newark, N 
source for authoritative, tech- | has been named to handle advertising [ 
nical information. | Edroy Products Co., manufacture 

Because the Ceramic Bulletin (| syacnitying equipment York City and a new principal, R 
has year ‘round ‘staying pow- iolly idvertising manager A 
er’’ in the reader’s hands, our | Murray Elizabeth, N. J 
advertisers reap the benefit of Reward &. Ciees . . bas opened cifices 4 
multiple sales contacts — a fac- New York and Washington, to provi Harris D. McKinney . . Philadelphia, has 
tor that promotes greater inter- cuytiichaceeaaceidiiane enti wld: een appointed advertising counsel for 
est and response from key buy- 
ers and specifiers of ceramic 
materials and processing prod- 
ucts. 


Prendergast 
handie advertisi 
New York. 


pnhia 


a partnership including the 


MA 


Reast agency of New 


industrial companies, Dusines ssocl Nation Vulcanized Fibre C Wilming 


tions and institutions Moss De effective Jan. 1 William J. 
ublic relations director bs mae Dunbar is account executive 
igement Ass Y 

Gordon R. Molesworth . . assistant 
John A. Mullen . . formerly wit manager, Oak Ridge operations f 


% ene rae ea Atomic Energy Commission in charge of 
Write Today For The Complete C. B.¢ | van a - ye : ‘ ublic relations, has been named director 

Story! , opy writing staff of Vansant ugdals 

‘ Deslbeane f the nuclear energy information dit 

9 o., Baltimore . : 
Let us send you a copy of our brochures 30zell & Jacobs, Chica 
“Impact With Results”. Find out just ¢ 
how vast the ceramic market really ad. Edward F. Dykstra . . former advertising Wilson, Haight. Welch & Grover 
and how the Ceramic Bulletin's circula-» | 
ation hits directly at this multi-billion ¢ 
¢ dollar market. 4 
‘ 


Seseeeaaaaa 


manager Mergenthaler Linotype ; een ppointed advertising agency 
Brooklyn, N. Y., has joine ] t . 


SSBB BBBBSBBBBe eee S 


Andrew B. Meldrum and William K. North- 


rup .. have been appointed vice-presi 


. E. D. Geoffrey Garth . . a int exe 
eramic ' _ iell & C Pp} A, 
Lee imsdel rniageipnia 


® Bulletin 


+} 
vice-president 


Marvin Corwin and Douglas Manson 


sen: 


iter in slide films and sales promotior ton & Bowles, New York 


2525 N. HIGH ST., COLUMBUS 2, OHIO Lawrence H. Smith . . former creativ have been elected vice-presidents 
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TW’s latest ABC net paid circulation is 25,696 
(over 6,900 more than its closest contemporary!) 

Largest net paid circulation in TW’s history. 
Largest ever attained by any textile publica- 
tion in the world. 
Larger than any other textile magazine's total 
distribution — paid, free, or a mixture of both. 
Balanced, state by state, in same ratio that the 
textile industry of each state bears to the tex- 
tile industry as a whole. 
And no individuals or firms for whom TW is 
edited receive the publication free! 

TW's net paid circulation among buying-power 
mill men (ABC classes | and 2) at 17,794 is by 
far the largest of any textile-industry publication 
(over 6,000 more than its nearest contemporary!) 

TW’s net paid circulation among men actually 
employed in textile mills at 20,503 is largest of 
any textile publication (over 3,900 more than 
its nearest contemporary!) 

TW's net paid circulation in the United States 
at 20,370 is largest of any textile publication 
(over 3,400 more than its nearest contemporary!) 

TW has largest net paid among textile mills in 
the United States. 

TW has largest net paid in Canada. 

TW has largest “plus value” foreign circulation. 





























Because of this Circulation Leadership, 
TEXTILE Wor p is in the best position in its 
history to function as an effective sales aid to 
those of you who serve the textile industry. 
The year 1954 will be a big year in this textile 
market for it will see the big American Textile 
Machinery Exhibition in April at Atlantic 
City —the expected comeback in sales and 
profits already started in 1953 — increasing in- 
dustry proof of the value of replacing obsolete 
equipment. 

Let this circulation leadership serve you! 














. $ 


ag Oot ety 
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HEADLINE BE DAMNED! 


There facts and figures 
sneak for themselyes ! 


No one denies that the process industries mean big busi- 
ness to manufacturers of chemicals and raw materials. 
But:a few “Doubting Thomases” rightfully ask, “Will 
our product literature in Chemical Materials Catalog 
result in inquiries and orders?” 


To provide an accurate answer, Reinhold passed the 
question on to recipients of CMC. They were queried as 
to how they had used the current copy in their possession. 
A mail questionnaire listed all companies whose sales -— 
iter: ie ing ad 3 Y : e i Ret to product data in CMC 
lite rature was included in CMC. Boxes were provided Neo mes Ber Repent war cal 
opposite each company name for checking the following _ ,, fer funher intermetien ap 
results: represented in CMC were indicated 
\Irders placed or recotnmended 
Referred to Catalog Data 


Called in District Representative CHEMICAL MATERIALS CATALOG PRODUCED ORDERS 
Sent Inquiries FOR EVERY COMPANY REPRESENTED WITHIN ITS PAGES 











Placed or Recommended Order 


2,000 questionnaires were returned from your customers 
and prospects—men who ran the gamut of 153 different 
titles. These 2,000 returns, from approximately ' of the RE SS 
total CMC recipients, revealed the following surprising  ,,erage number of references to company dete 
figures. You see, even Reinhold did not know how val- . 

uable Chemical Materials Catalog is as a sales tool—- 





18 
63 
™ 


, in CMC 
for y ou. Average number of orders placed or recom- 
mended for companies represented in CMC 











Look over these figures carefully. We’ll wager you'll 
conclude to include CMC in the advertising and promo- 
tion budget upon which you’re now working. 


THE 2,000 RETURNS INDICATED A HIGH RATIO OF ORDERS TO REFERENCES 
AS A RESULT OF CAC USE: 
10 companies in CMC received 8% 29% 
61 companies in C/AC received 30% 49% 
26 companies in CMC received 50% 59% 
16 companies in CMC received 60% 69% 
6 companies in CMC received 70% 79% 
2 companies in CMC received 80% 90% 


q° rah a? Ba AE 


CHEMICAL MATERIALS CATALOG 


Sells Chemicals and Raw Materials 








52% weonuarion svt onoens vEMe PuctD 


CMC USERS MEAN BUSINESS 


REINMOLD PUBLISHING CORPORATION - 330 West 42nd Street, New York 36, N.Y. 
Chicage « Baffaio + Les Angeles + San Francisce - Seattie - Denver > Dallas 
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IM presents . . 


A portfolio of award-winning 


industrial ads of 1953 


® WHAT DOES it take to create one 
of the best industrial ads in all the 
nation’s business papers? 

One way to go about finding out 
is to gather the best ads together to 
examine them for their common 
principles and variety of techniques. 
What is a “best” ad? 


tionably select group are the award 


An unques- 


winners of the handful of national 
industrial advertising competitions. 
INDUSTRIAL MARKETING has gathered 


these award-winning ads and is so 
impressed with the array that they 
are presented in one “portfolio” in 
the pages that follow. 

These ads and the campaigns they 
of 


panels of judges composed of lead- 


were a_ part were selected by 


ing industrial advertising men and 


engineering executives who read 


ads and influence purchasing. 
The awards they presented 


clude Putman Publishing Co.'s 


November « 1953 


Industrial Marketing 


nual award for industrial advertis- 


ing with the best results and for 


best documentation of proof of re- 
sults, and the “Toppers” awards, 
both sponsored by the National In- 
dustrial Advertisers Association; 
and the annual awards of the Na- 
tional Machine Tool Builders Asso- 
the National 


the 


ciation, Distributors 


Association and Associated 


Business Publications 





IS YOURS 


"BUSINESS 
BABIES” 


thet 


will grow to GIANT SIZE 


on Styrene Monomer? 


APOC Rees 


ano ms 


oF STYRENE MONOMER 


HD PROD Te 


es 
Fe 


A water purifier for automobiles? Certainly! 


They ase Uryreme derivatives con you? 


MONS ANTI 


waite CORTES Oneeee 








Color ad in business and 


results 


news magazine 


left) aimed at top management 


that won annual Putm 


ition campaign 


inquiries I 
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"After 17 years, 


tough jobs like this become easy” 
Says 


opera 


he cam ingot pet 


wrdinaie (wo (rame 
Lait to acporar 
me tough parce of 
oo grad example 
” inher in an 
rem of padicml dew 
* werd for thee relat ve form Us ove 


rmung beet eta pared ange 


costes! fount earn 








Bold 


ndaustria 


Now! 


A really big difference , 
in continuous typing! 


simple format helped this 


advertising that best 


Toppers . . 





Name Builder... F.! 


ird featured 


Register 
a new typewriter un 


plicity helped this ad win 
with U.S 


expanding accept 


mward, sharing honors 
improving or 


mpany r 


imeé 


Stendard's New Avtematic Line Finder 
makes “vertical tabbing” avtomatic«! 


(an jou mmaging Cyping Mwoloes on ¢ typewricer © ith 
no tabuler arrengemen « stop the carriage bormew 
tally at be proper pamctons? Hardly! 

Bus what abeadt corm al “taholeung’” Do your yp 
fee and machine operators have to bang away ot che 
Cartage rerum or wand the plates hank tw advance 


contirwes forms (o the cent writing space — oF co 


saris o@w form ( There's ne nerd for this lows of time’ 
Breaded Registe 1 Automat Lime Finder 
ooh a: @ ‘vertion! tabvieter 


Wah wandard Regimes) extusve Automark line 
Finder and Kant-Shp commnucys forms che aperstor 


Orioimatroes oF 





simply pulls che lever and che forms automaticell) 
advame tm the went predevermined writing tine She 
dues even need «© lowk at the form — she can keer 
typing, knowing the form is in che proper position 
for (he meat 1) pewntcen eners 
The ime saved » enorenus the average operator 
ram nearly 2 mutes af forms through a busnes me 
chine © year, omesinsh of am ime at «time! The Line 
Pinder dues mab of the jab for her automatically 
Cuts mererapanas lemens fetgue It ovabes 
epersivon possible’ For more facts phone Sanderd 
Register in your city. Or write as af $206 Campbet! Se 
Deyroe |, Olio. 


ai ewow,s 


STANDARD REGISTER 
Labor Soving Business Forms and Denies 


MARGINALLY PUNCHED CONTINVOUS 


Foams 
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READS AND COMPACTS @EPUSE beter im 

froma! power betuprad thee spe aa ved Drotr 

Busticioen craters oned women types of 

refuse. North Dalete ) 18 story camtol Budd 
epprers 6 beciegs uct 


Bismarck N.D., buries 


International Crawler-Drott Bullclam unit does complete sanitary 
landfill job year around in one of nation's coldest cities 


BULLCLAM BY 
Hesith officals in the nation's northern cities who 
were concerned about whether the sanitary land 
fill method of garhage disposal coult be applied 
im extremely cold weather got the answers they 
seeking when reports were all in fron Biie- 

marck, North Dekota, last winter 

Bismarck, which « frequently the coldest city in 
the country with temperatures as low as 36° below 
vero, buries its garbage with the sanitary landfill 
method all winter long using a Drott Bullclam 
powered by « rugged red Ioternstional TD-14A 
crawler 

City engineer EJ Booth gives the low down 
“When we switched to the sanitary landfill 


INTERNATIONAL 


POWER THAT PAYS 





method on April 15, 1951, we were apprehensive 

about operating 12 months of the year because of 

the unuavally low temperatures here each winter 
“But with the sandy loam type of soil and heated 

storage for our I !-Drott 

which never failed us, we never missed a day 





stench of burning garbage that used te plague 
residents of Bixmarck 16 only @ memory 

“We were never certain that the sewer rates 
which used to burrow upwards out of our sewers 
and cavee big cave-ins along ovr boulevards came 


TRANSPORTS ANG SPREADS — 
Coven. Stead 
pled © 


VES FONE AREA Top of the ramp 9 home 
faaiies we quis Goan oth 55 a5 Ee 
Fin ow emanated eat 


from the old city dump, but we haven't had any 
such trouble xince adopting the sanitary len@Ait 
method of handhng garbage 

‘Perfor mance and cost of operating eur 
ment have been very satifactory We 
a year on operating costs for the Internati@naly 
Drott unit and dispose of 21,440 tana af 
Outside of a fan belt and a couple of other 
parts, we h ( apent a vent in meintenanee on 
the equipment” 

It’s « one-man wonder! Ask apt International Tp. 
dustrie! Distributor for details on the only 
apecihically demgned to do elf tow. wteps of the sanitary 
ALL je 








Toppers 


yarbaqge 


marke! 








THE NEW 


CINCINNAT 


Hydroform 4 


INCI N ATI ‘ / 
J / 


A prodent of 
TRE COMCOMMATI MILLING MaCHING CO. 


This 5 an entizely new metal forming machine 
tool utilizing @ new deep drawing principle . . . 
Hydroforming. ke will change your thinking on 
deep drawing and forming! 

Practically any shape can be formed from » wide 
range of materials ap to Yq" chick. 
Hydroforming produces deep drawn parts in 
fewer operations many parts are produced in 
2 single operation. 

Only sumple, inexpensive cooling is required 
2 draw ring and male punch 
Par quality is improved 
unem paired 

fovevugare Hydroforming acw! 


surface finish is 


New Hydrotorm Bulletin Me, 1739 6s aew 





THE CINCINMATS MILLING MACHINE CO. 


bul in 12", 19", 23°, 26", 92” sivas Cimciwmati ©, Onie 
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KILLS HARMFUL INSECTS MEANS BIGGER BUSINESS 


NOT ONLY BOLL WEEVILS BUT MANY OTHER PESTS THAT ATTACK TOXAPHENE DUSTS AND SPRAYS ARE RECOMMENDED AND ARE 
COTTON, FORAGE, AND CEREAL CROPS IN DEMAND IN EVERY MAJOR FARMING REGION 


RICULTURA 
PMICAIS 


fac F grew ws 


TOXAPHENE 











TOXAPHENE ADVERTISING HELPS YOU SELL! 


Toppers . . gress 





Whee good ways 


to keep things moving 
in your mill 


Deo faulny drives cn sour handling equipment hoid up logs and 
lumber 19 your mill? Do you spend too much time and money 


maimtainmg these drives’ Here s what vou can do 


Westinghouse Gearmotor, Speed Reducer, 
Motocylinder 

for convevors, transfer chains and live rolls vou cant find a 
berter drive than Westinghouse Gearmotors. Their first cost is 
low, they re simple and sturdy in design. But for applications 
where motors and separate Speed Reducers are desirable 
Westinghouse supplies them in one co-ordinated anu And 
where a short reciprocating mouon is needed — lift skids for 
instance—the wmple sure-acting Motucylinder ts capidly 


replacing steam and air evlinders 


Complete ronge of sizes, types and ratings 
These three drives are all sturdy and dependable. The gears are 
made by the exclusive Westinghouse Taper-Hardening process 
lt produces a hard wear-resistant surface and tough ductile 
core Its a rare day when the drives need any attention. And 
most important, thes re all built in a complete range of sizes 


types and ratings 


Call Westinghouse when you're buying 
equipment 

Westinghouse can give pleaty of useful assistance in selecting 
and apphing geared drives—or any other electrical apparatus 
When vou build, expand or modernize, be sure to call us in 


Offices on all princopal cores 
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1,920 PAY YARDS 


per 10-hour day 
with two 9-ton units 








240 loads in 10 hours 








rR. G. LEeTOURNEAU, INc. 


Peoria, Iliinois 





e help. 


Toppers . . 





Convincer .. 


YOU CAN SIMPLIFY FASTENING 
IN HARD-TO-REACH PLAGES 


with Du Pont Aircraft Explosive Rivets 


HOw OU PONT AIRCRAFT 
FAPLOSIVE RIVETS WORK 


& 


os one . 


DU PONT 
AIRCRAFT EXPLOSIVE RIVETS 
eto inte ee ee! 


OFTTOR THINGS FOR BUTTER LiVIN® . THOUGH Coomerer 
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versatile ceramic fiber — insulates, 
makes superfine filter, resists 2300°F au nore 





CARBORUNDUM Pe 


° F — 
(O8 COMPLETE INFORMATION — USE THI COURQAR 
Possible appiications tor rararan fle , 
PPB tAAL BLL ATOM MASORLAMBOUS 
fed home Gentes peed © me ten ee 
ee he neta Pe mee ee emg  Cecheomtng © ibe eter  sempemny 
eee 
© eee te ormmning Sipe sat athe gue 
neetag age Semper e stents 


22 Retrerteries & 


+ teetes te exovatnes 
2 sapetint seete te mate pore irmeheren SO med 
te wane tains ~~" io “pig 
6 Pepreeting te eae oat etna ey ee. 

mame 2 mere meee 
> Pethone te enpemsinn ers me sy tates ene tee be nk ama, 7 Rn 


Pere fo om ornas emo Pinte of Camm eae eats or 
om 1 Hee Me 6 cemere Sth Cos gen verte 











Toppers. . 





stry’s most advanced motor control... 


from a full 180° 


There's never heen anything like this sarter for com rectly from the front. The entire mechanism on its 
plete, unobstructed accessibility and for clean, simph sturdy ribbed steel panel can he completely removed 


City af design. By loosening two screws the unique from che base by merely loosening three staked screws. 
wrap-aroand cover can he lifted off and there's 


the starter out in the open with every part im There are plenty of knock t 
y of knockouts for every wiring re 
oe accessible — . dark corners, no so-called quies _— they're located right and they come out 
v . open 
ight interiors, no traps for vagrant srews clean. Mounting sgh Pm fiom 


And to make « sil) easier to install and wire, every mounting even on irregular surfaces — top holes are 
terminal ani every mounting screw is reachable di stoned, too, for easy position ag 


all screw heads face front 


« simple installation 
* easy maintenance 
° fast inspection 


180° accessible 


Heres what we mean by 180° accessibility there's 
nothing in the way fram the from or the left side 
or the right side — ao candy box sides « box in the 
career — it'> new, it's different, it's exclusively Cutler 
Hamener | 





the cover Hs longer 


The smart fooking “U" shaped cover and the rugged 
base are both finished im gray eagmel baked over 
bondertzed metal for marproof, rust-proof life And, 
when the cover's in place its tight fir keeps dust and 


dirt om, and no vibration con rattle 


And ease of wiring’ That's a story in ieself watch 
ort 
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One answer to the manpower shortage 








| NO CAMS TO DESIGN NO CAMS TO MACHINE NO CAMS TO STORE THE WARNER & SWASEY 
5-SPINDLE AUTOMATIC 


| 
| 


HES NE® automatic machine, with ies 
rdvanced camless design, helps enewer 
woot the biggest problems facing indwecrial 
raagement talay—the problem of increas 


vroxtction uv the face of today » tight 





wer market 


ones, one 5 Spindle Aurmngte is 
cutpratuong five Gr ste manually operated 
Machenes and one man can operae (we 
of these sucomatids’ 
And setup i simple and quick~averaging 
tor S howrs for a complerely new setup 
makiog these machines weal for shore 
st medom lot rons. 
Think of the savings 10 tome and cose from 
thes one feature alone. NO Cane TO CRaNat, 


NO CAMS TO FIND NO CAMS TO CHANGE 11'S SIMPLE 10 SET OPI 











salt te 


YOU CAM MACHINE IT OHTFER, FASTER, FOR L855 WITH Wanner & SWASEY TUREET GATHES, AUIOMATICS ANDO Tasrine sacatwey 











Warner & Swasey won two 1953 Toppers awards, / bove won among ads aiming 


Toppers “or 1t short-term objective. Institutional ad won here, also Machine Tool ; U 








> ax 
Special « e Another award-winning ad 9 LARGE 
EAR OE STEEL INVENTORIES 


] Cort are old-fashioned 


7d for Repub Stee 


let him show you service thars 
me your owe tacks fet him 
at does the jab bev 


COLD DRAWN STEELS 
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15 MILLION KVA T 
IMPULSE BREAKER OppeIrs . 


Newest switchgear advance opens 
way for increased circuit loadings 

greater system economies through 
use of higher voltage transmission 











UNITED STATES STEEL COMPANY. PITTSBURGH PA 
sree ‘ tm on 
_U S: S 1-BEAM-LOK 
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T. VERSATILE —Aiicogie 2. SmooTH RumMNG— 3. EFFICHENTINmN-~ 4. Quiet! ced 5. LONG-LtFEI— 471 6. sturori— a, 7. uss mAMITENARCH 8. convenient 
% and lubrication Precise rotor balancing electrical dew venti magn mit. synthet sulation re C-£ innovets Spacious won 


ws wright, 1% less bulk 
ou get efficiency, sturdiness, ex 
atte ¢ 


1icred by ABP: above 1E, for advertising of mponent parts; below, U 


{ maintenance equipment and materials; White, for operating equi; 





Here's Proof of Performance... ~ 413 [U2 SHOW ON THE ROAD 


CREOSOTE OIL has kept 
these poles standing since 1904 








THE WHITE MOTOR COMPANY + Cleveland |, Ohio 
FOR MORE THAN 50 YEARS THE GREATEST NAME IN TRUCKS 


m 


FIND OUT WHAT IT MEANS TO YOu 


U-S°S CREOSOTE OIL © K } PAYLOAD 


Vag, PROCUREMENT PLAN 
ee Oe eee ee ee | 














Westinghouse carly recognired the need for extra retiability of 
compressor stationary diaphragms Today, Wesnnghouse stands 


‘ + 7 
Vs. first for thew contribution in stationary of stator blade design and 
ORROW'S A | RCRA T . comviruction How well they have developed a thoroughly depend 
, ; ° able shrouded steel stationary blading on the compressor + 
“a 3 ed by Banshee perf over Korea 


= « 
: 





dramatically 
For the fact is... there has not been a single operational loss of 
the Banshee (with Westinghouse J-34 turboyet engines) becaux< 
of stator blade damage Breakage at this point would be seriou 
of course, ripping out all the other blades in the compressor 
Westinghouse construction avoids a complete break, the blade 
may bend if hit, but won't tear out both ends hold nght to 
the shroud 

" ed li bili Lighter, more durable jet engines, like the powerful, new 5-40 
Increased reliability Fecha tens eaten 
qualification test, will aid our country’s defense. Though other 
of mechanical rts yet aircraft problems remain to be solved, Westinghouse axial-flow 
pa design. proved over Korea. pomts the way to the solution of 

future yet fighter and transport problems 
Westinghouse is investing millions of dollars and man-hours 
to help build Amencan jet-propulson leadership Jet engenes are 
produced at South Philadelphia and Kansas City plants hy 

Westinghouse, America’s Jet Engwne Pioneer 





THE SCOPE OF WESTINGHOUSE IN AvIATION 


Barm aweralt sy tems 
testrun 
Gyro-moton, Temperature Co 
Panels, Generating Equipment a 
Sysiem Control, Circuit Bee 
Contactors, Mow 
Howrs. bie 


Mus 


you can 66 SURE...i:¢ is 
Westinghouse 
@7 





Soy 


Winner of the 








vertising by an industrial advertiser 


GAGE USERS REPORT 
GRAPH-MO OUTWEARS 
OTHER TOOL STEELS 3 101! 


below, the gage size at the end of that time m 


dss nadibaaniasiicaen aetadian ii tiante Reason Why. . Timken’s bold head 
ges thow that Graph Mo ourw othe: wanetie Ae? a 


toot meets an average of three to one 


ured within tea millionths of an inch of its original cs 
dimension ina reason why t 
+ hemer because it contains free ae eae 
9 ’ ’ ? primary materiais 
end diamond-hard carbides This structure 1999— 1.79996 1944— 1.739996 i Y 
sion and has minimum 19461 —1.74995 1943—1.73995 


tendemy w pich ap, scuff, or gall Tests os Amsler “ eee 
Wess Machine show Graph-Mo has twice the resistance acti ateataeel _ ! ’ part a convir 


to galting when compared with ordinary tool x 1948—1.79997 1991 — 1.79998 


yers that Timken’s new Gr steae 

macinned You can always tell Graph-Mo by 1s “graphitic look iyers that Timken’s new Graphmo ste 
the tiny, scattered, paratlel marks barely visible on with rough, streaked finish wer 

the surface of 4 piece of polished Graph-Mo. This 

built-in “trade-mark”, the result of free graphive in its 

structure, can't be duplicated 

in other steels Look tor t is s campaign 


( onstam Pressure Ma 
chenahelny costs 
that Graph Mo existing stee| jages 
chines 50% fa 
othe: tool weets 
v0 due 00 Graph: Lnsist upon it, ment time you 
araphitn particles buy gages 
" ve wh os encle 
sith Graph Mo wh ihe Grph-Mo—a Timken gra 
phic wol seel— erie The 
° 7 Timken Roller Bearing Com 
Timken Company pany, Steel and Tube Divi. 90" 
Canton 6, Ohio. Cable Pemenregranh sow grate 
vee 


Measering (raph Ma stvel master 
abrtony tes For turthes intormauon on 


During 4 twelve year pe 
measured at (requent als 4 typwcal plug 


gene made of Graph Mo As shown by the bgures address, TIMROSCO 


SreciauistTs PHITIC TOOL STEELS AND SEAMLESS TUBING 
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to sell the 1954 

Marine Market concentrate 
on the key men who 

read 


” “~ 


B2iNic 


INEERING 


Among the key men in ship operating companies, in shipbuilding 
and repair companies and in the field of ship design, MARINE 
ENGINEERING Offers advertisers the largest paid audited circulation 
in its field. 


In fact, it offers the highest tora! net paid circulation in the marine 
field. Its paid audited circulation increased 32% from May 1952 
to May 1953. Coverage of ship operating company shore person- 
nel increased 40% in the past year. Paid circulation among ship- 
building and ship repair companies has more than doubled since 
the June 1952 circulation statement. 


MARINE ENGINEERING Offers advertisers nearly twice as much paid 
circulation among naval architects and marine engineers as the 
second paper in the field, and leads all others in coverage of chief 
engineers aboard ship. 


Through MaRINE ENGINEERING, advertisers reach 100% of the 
operators of propelled vessels of 100 tons or more, 100% of the 
commercial operators who have vessels under construction. This 
publication also gives advertisers coverage of every one of the 
shipyards now building naval and commercial vessels as listed in 
current shipbuilding tabulations. 


MARINE ENGINEERING is recognized by marine men for its engi- 
neering authority... for its ship design, construction and operating 
articles... for its editorial staff of trained engineers. It leads in sub- 
scription renewals—more than 66%. It is ranked first by adver- 
tisers, with 48% more advertising pages in the first 7 months of 
1953 than in the second marine paper. 





New Booklet 
Outlines Marine Market 


MARINE ENGINEERING’S 
new 32-page booklet ,“Selling 
the 1954 Marine Market,” 
outlines the wide range of 
marine activity, identifies 
the main areas where marine 
sales are made, and gives 
detailed statistics of current 
shipbuilding and ship 
operation, including lists 

of commercial and naval 
ship construction by yards 
and types of vessels. Also 
included are current facts 
regarding MARINE 
ENGINEERING and the 

1954 MARINE CATALOG AND 
DIRECTORY, including 
editorial scope, circulation 
and mechanical! require- 
ments. A copy is yours 

for the asking. 


SIMMONS- BOARDMAN PUBLICATIONS 
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sacen ways TORE — 


nintptncancsasconetenicrsinialiil 
HYORAULUC OPERATION Landis de 
signed and built hydroulic syste 
noted tor simplicity of control and 
extre-emooth dependable operahon 


MICROSPHERE WHEEL SPINDLE 
BEARINGS plus heavy duty wheel 
spindle proved in ase by over 
10,000 successtul installations 


y u CENTRALIZED CONTROLS reduce setup 
seme TOOL 10” x 48 Type CH and operating hme for incressed 
Pian Grader Catalog B-5 production Simple controls re 
quite less operator skill 


EVE LEVEL WHEEL PEED ond 
gnading tc opera 

tor at all times Eliminates 
awkward movements end re 
dees chance of work spoilage 


AND 6 / / A new catalog us available whith de- 
L L / acribes theee features in more detad, 
LOW WORK HEIGHT from floor tx 
1 Sf 
> CONTROLLED WAY LUBRICATION os wtiheninigcbaiadinasaedhleg plus specshoations Ask fox Catalog B-$0. 
sures proper lubrication et al! times ® 4 tadunen cpbeeton fet 
* Preesure ssiety aewitch eliminates esther aie ” ee 
chance of damaging accurate weys 
/ 
LANDIS TOOL COMPANY / WAYHESBORG, PENNA. ff U.S. a. 


Machine tool . . 














ow! 


VERTICAL 
PRECISION 
BORING 
MACHINE 


6Y 


EX-CELL-O 


A Flexible, Automatic Machine for Precision Boring, Turning, Facing 


Developed by Es Cell-O. thus standard Style 425 The korge work spindie mpporth a 36 ih com 
Vertical Precision Boring Machine is mossive ond eter table having |-stot tor mounting fixtures The 
verotiie ho: o heovy-dyty, highspeed work toble » driven through o preausan worm a! vo 
spindie and ngid tacl vides for cove tolerance able speeds up to 500 rpm 
work with © fine surtoce finish tts designed for 

The mochwwng cyde | completely automatic, # 
duding movement of vertical ond cross dides, 
The heavy cast bas supports @ column an which cranges m work speeds, flow of coolant, ond 
two vertical slides ore mounted, each corrying a tbricoton 
Cros thde Sites orm operated by torge hydraulic 
cylinders ond move on hardened und ground ites! For more wmtarmation ond complete specifications 
ways Vertical dides ore fully counterwanghied on the oe w mochine call» your Ex -Cefl-O repre 
All these feotures mean smoothe: operotion wentotive oF contact Ex-Cail-© in Detrol today. 


accurote production wark on large ports 


12 Featares ot cures we macum, 
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CORPORATION 
SETRONT 52, MICHIOAN 
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COMING... 


the 1954 

Annual Review and 
Outlook Number 
of RAILWAY AGE 


This is the issue railway executives look for, study 
and use for months because it anticipates the official 
record of the year’s railway operations and is the 
first authentic report on the year 1953. 


Publication date January 11, 1954 
Closing date December 22, 1953 


Your strongest sales message addressed especially to 
management throughout the railroad world belongs in 
this Annual Review Number. It will be seen again and 
again by the men who make final decisions. This means 
extra readership and extended readership, two valuable 
helps for stepping off on a successful 1954 selling 
campaign. 


Remember, RaiLway AGE serves the whole range of 
railway officers, executives, and top operating men who 
actually run the railroads, as well as department heads, 
traffic officers, and the purchasing officers who place 
orders. 


Be sure to be in this Annual Review and Outlook 
Number of RAILWAY AGE — the publication that 
is part of the business of railroading. 


_SMIORS- BOARDMAN 


This special issue 
of RAILWAY AGE contains 


review 

The usual comprehensive, 
authoritative review. Covers 
every phase of railway operation 
—including capital outlays, 
purchases, traffic, earnings, others. 


forecast 

Analysis of financial outlook, 
costs, rates, trends, affecting every 
phase of railway operation — 
roadway and tracks, shops and 
other facilities. 


statistical summary 
Number of freight cars ordered, 
motive power orders, passenger 
cars ordered; figures on 
construction, communication, 
signaling; and other compilations 
of railroad statistics. 





PUBLATINS. eg, 
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Award winning ads. . 





Keep 

in Step 
with 
Monarch 
and 


other through the purchase 
clowely ch of lathes destined for a 


Umportant punts to keep ot 
mind. First, you'll find in 
them every deswable pro 
tuction ant tesgn feeture 
required to mert the highest standarde—tes 
ures playing @ vamc performance pert im a 
sthes noted for unproved accuracy 
cron and langer fe Secondly. it porten of tte entngies today to thet princaple. 
emember thet. while many of Our New Development Building, with its 
these features are now standard m the indus equipment mud staff, i the physical symbol 
try. every one of them was developed ard first of cur determination thet the lathe iaprove- 
wttrotied on Manaech turrung equipment ments of tomorrow will appear ftst on Men- 
arch prochacts It angdemenuts our that 
MONARCH USERS, io othe: words, have you can siways rely on Monarch for the nurn- 
through the years been first to beurlit from UNG equipment to amvure you peak production 
each of these devriopments. And they ve ben st minewum cost tw keep you shead of the 
eitted doubly Through cost reduction and parede . The Monarch Machine Tool 
product unproverucnt oa ane baud . Company, Sidney, Ohio. od 





GOOD MEWS! Your Monarch inthe onder may ing it Outen for 108), olthough reflecting ow 
ieee te detivery than : wow capacity tor only « few mosths, will never 
Matera be abun dambte that of $i We're better 
otte tm handle are ordery—petter utile t move 

feats On greemnt ordere—every day! 


r 
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FOR A GOOD TURN FA a hho TO MONARCH 
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st leakage of a, bquid, and gas. Scats, for example. 
ike tne rubber “O” rings made by Linear Incorporated 
f Philadelphia They're vital to the successful operanon 
f he mechanisms, air-opersied devices, and 
£ equipment to name just a few 
y od industry says, “Make these sealing 
Previnon te nce for oon-leakage. Deliver the 
millions we need at low cost.” 
Linear experimented found that “O” rings wit th 
required finish cundness could he mass-p- oduced 
but to (urn them out at low ost de 
ehminaon of hand-fneshing operanens 
4 for diss made to tolerances that 
roundness Contorming t 
meing dwmeters so sccuraie 
on could be achieved 
ew 16° LeBlond Heavy Duty 
fiding lathe saving ex LeBiond features ikke hardened and grownd self-com- 
aod delivering cavity fash of pensating steel hed ways, totally enclosed quick-<hange 
) micromches, mating diameters boa. one-piece apron and « host of others will insure 
er of tolerance, crow se. Linear « iifetime of this same smooth-turaing per- 
of perfect citcle Costly die formance 
dowr fash-removing Whether you need anfaltering accuracy or high output 
ngs are at a bone-here profit rapyd production. there's a LeBlond lathe that will 40 
of chatter-tree turning the til. Your nearby Leffiond distributer will yell you 
AOR about our complete ne Call bem or wee s 


LEBLOND MACHINE TOOL COMPANY, CINCINNATI @&, OHIO 


EBLOND 
Concuentle” 


we 


turned faster by 


WORLD'S LARGEST BUNLDER OF A COMPLETE LINE OF LATHES + FOR MORE THAN 64 YEARS 














How to keep your lines of 


communication leading 


straight to the railway men 


who / | specily 





2 | authorize 


the purchase of your product 





The road to railway sales is not the same for all products. That’s why 
it is important to select the most direct line of communication and 
to concentrate sales attention on the railway groups which are most 
concerned with specifying and authorizing purchase of your product. 

Simmons-Boardman helps you do this by providing a direct route 
to railway management. Top railway officers are interested in the 
business and economics of railroading as well as its technology. They 
have an overall interest in news, finance, traffic, customer relations, 
office procedures, purchases, personnel, public relations. They are 
an important factor in railway buying. The publication they rely on 
above all others to keep abreast of developments is RAILWAY AGE. 

Mechanical and electrical officers and supervisors are primarily 
interested in locomotives, cars and the shops and shop equipment 
to service them. Their publication is RAILWAY LOCOMOTIVES & CARS. 

Railway engineering and maintenance people are concerned with 
railway track, bridges, buildings and other structures. Their spe- 
cialized publication is RAiLwAy TRACK & STRUCTURES. 

The signaling and communications department is concerned with 
equipment and materials for traffic control and communications. 
Their publication is RAILWAY SIGNALING & COMMUNICATIONS. 

This specialized character of the railway organization is the key 
to sales and advertising strategy. It explains the importance of 
specialized appeals to each group in the railway industry. 

Waste is kept to an absolute minimum when you select the specific 
monthly magazine which goes to the men who specify products like 
yours—men who use them, maintain them, live with them, repair 
them, and eventually replace them. 

Then, to make it easier for these department heads and supervisors 
to get approval when they specify your product, you can, through 
RaiLway AGE, vigorously cultivate the recognition in favor of those 
at top management levels, who control the final authorization on the 
recommendations of the departmental groups. 


New booklet helps you 
pre-select your railway audience 


A new 32-page booklet, “How to 
Specialize Your Railway Selling in the 
$3 Billion Railway Market,” 

has been prepared to help you 
specialize your railway advertising 

in the same effective manner that 
Simmons-Boardman specializes its 
editorial appeal to each of the four 
major railway groups. 


It contains a typical railway 
organization chart. Another chart 
shows the line of buying action from 
the department that uses your product 
up through to the top executive group. 


You will also find realistic comparative 
charts showing advertising volume, 
editorial content by broad categories of 
subjects and relative coverage of 
buying power comparisons between 
the several railway publications. 


The booklet contains complete 
mechanical requirements and 
advertising rate information on 
RAILWAY AGE, RAILWAY LOCOMOTIVES 
& CARS, RAILWAY TRACK & 
STRUCTURES, RAILWAY SIGNALING & 
COMMUNICATIONS. 


You will find this 
booklet a complete 
and useful media 
file, as well as an 
informative booklet 
on how to specialize 
your selling in 


‘3 BILLION P 
the railway market. 


RAILWAY MARKT T 





Sitting pretty . 











Here are the reasons why building product and equipment 
advertisers in Progressive Architecture are sitting pretty... 





Progressive | Architectural | Architectural 
Architecture | Forum Record 





First in total professional 
architectural circulation 35,444 19,745 29,671 





First in circulation to 
architectural and architectural- 19,145 13,431 17,520 
engineering firms 





First in circulation to 
engineering firms 4,730 2,099 4235 





Lowest cost per thousand 
professional architectural $14.67 $30.13 $17.53 
subscribers 





peso per ee 
circulation to architectural, 

architectural-engineering and $21.78 $38.31 $23.90 
engineering firms 





Fastest growing architectural 

circulation—June '52—June '53 5,443 —808 3,845 
Highest subscription renewal 

percentage 57.18% none 56.05% 








Biggest verifiable coverage not 
of dollar volume of architect- 90.4% available 
designed construction market 


85.0% 





First in advertising page 
gains, 1953 over 1952 +128 — 39 +82 
through August 











Sources: Publishers’ June '53 circulation statements, 
latest rate cards and Industrial Marketing. 


Architecture’s most 
widely read magazine... 


Progressive Architecture 


Reinhold Publishing Corporation 
330 West 42nd Street 
New York 36, New York 


World’s largest publisher of architectural books 
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authorized CARBOLOY 
distributors in 8 convenien 
locations throughout 

Michigan and Northern O 


These leading industrial distributers cerry complete local stocks of 
Carbeley comented corbide Stondard Tools, Blanks, “Live-Spirel’ Masonry 
Drift, and Diemond Dressers Meany of their salesmen hove 
attended the Traiming School here in Detroit, end are welt 





e 
0007 matt drew 
Fhmt Mergen 
* 


ANDO HARDT ORE AHL SORRY Ce 
775 W Mictigee Ave. 
Botte Creek. Mech 


ene 
1918 Keng Highway 
Kalemeree, Mich 


sh) 6 FACTORY SermY co 
217 Tenth Sereet 
Tetede |, Onto 


iffif:, 
Hee 


i 





? 


This group term the Carboloy Michigan District Office. Ably 
supplemented by the salesmen and carbide specialists of 
ovr Authorized Distributors, they ere @ complete “team” 
orgenized to give you the best, most uptodate and 
authoritative information eveileble en your every carbide 
requirement er problem. 


MICHIGAN DISTRICT OFFIC 
CARBOLOY 


‘OCPARI@LET OF GCmtOn, ECE OTE 
(1 EA6T 0 OE SOG CHTRON A MeCeRAN > PHONE LEFTEROR oem 











on better selling, training, and 
demonstration through photography 


Audio-visual methods pay off in many ways ...a few examples from the files of Kodak Audio-Visual Dealers 


— 


Movies aboard ship no problem here 


Recently one of the Scandinavian shiplines operating out of Balti- 
more installed 16mm. Kodascope Pageant Sound Projectors aboard 
its ships. Movies, of course, are no novelty on the high seas, but you 
may have experienced periods when both picture and sound faded 
due to voltage drops. Of the projectors tested on this score, the 
16mm. Kodascope Pageant Sound Projector was the only machine 
that performed brilliantly even though voltage dropped sharply. 
Its superb optical and sound systems, plus permanent lubrication, 
make the Pageant extremely dependable, especially important 
where service facilities are not easily available—reports this user. * 





Photography important to railroad maintenance 


Two engineering-department heads of a large eastern railroad 
use color photography to check the details of bridge construction 
along the road and also maintenance of way. Each engineer takes 
his own Kodachrome slides. One uses a Kodak 35 Camera, the 
other a Kodak Retina or Kodak Flash Bantam. All transparencies are 
then identified and dated. When bridge alterations or repairs are 
necessary, the pictures are projected with a Kodaslide Table 
Viewer as an aid in determining how to proceed. Maintenance-of- 
way photos are helpful in judging the effectiveness of paints, weed- 
control chemicals, etc.—reports this railroad. * 





Utility makes own public-relations and project films 


“The Cine-Kodak Special Il Camera has been extremely useful to 
us. We used it for filming two full-color 16mm. sound motion pic- 
tures: ‘Water in the West’ and ‘Streamlined Montana.’ We also 
use it to follow the progress of construction work, both on electric- 
power installations and natural-gas pipelines. The latter films, while 
not completely edited, are available as engineering aids and 
could be utilized in the production of construction films."—From a 
western public utility. * 


How car manufacturer presents new models 


“One of our main uses of still-projection equipment is found in the 
annual announcement of new car models. Our largest sales division 
gathers its wholesale organization here where the representatives 
are shown by color-slide projection all of the style, mechanical, and 
selling features of the new models. Each group then returns to its 
zone where similar presentations are made to local dealers. Koda- 
slide Master Model Prejectors are very efficient and do an 
excellent job."—From a large automobile manufacturer.” 


These are but a few examples of the ways in which Kodak Audio-Visual materials are helping 
business and industry to make and sell better products. Send coupon below for the name cf your 
nearest Kodak Audio-Visual Dealer—one of a coast-to-coast group of qualified specialists in the 
particular audio-visual requirements of business, industry, school, and church. 


BUSINESS FILMS... demonstrate, train, dramatize, sell 


Wee oe g 
Gay, rieaeneee, | EASTMAN KODAK COMPANY 


tors to meet every 
lémm. requirement 
A complete line of Ko- 
dascope 16mm. Projec- 
tors based on the fa- 
aol mous Pageant design: 


[J 16mm. motion-picture cameras 
still cameras 


*Name on request 


Rochester 4, N. Y. 


Please send me name of nearest Kodak Audio-Visual Dealer; also complete in- 
formation on the products checked: 


16mm. sound projectors [| miniature 
() color-slide projectors and table viewers 


Kodascope Royal Projector for silent screenings ...the 
heavy-duty Analyst for critical movie study...the eco- 
nomical standard Pageant for cverage sound-and-silent 
shows...the super-brilliant Pageant AV-071 for sound COMPANY 
shows in hard-to-darken locations ...the Model AV-151 STREET 

and AV-151E Pageant Projectors for quality sound even in oe 
spacious auditoriums. Also available through your Kodak CITY 

Audio-Visual Dealer—the remarkable Eastman 16mm. 

Projector, Model 25, for theater-type installations. 
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Corpus Christi | 
United Retrigeratian Gom- 
pany (C. R.) | 


Big Three Welding Equip- 
ment Co., Inc. (1. & W.) 
Texas Refrigeration Sup- 
ply Company (C. R.) 
A. C, Andrews Company 
(Flow) 
Guardian Safe 
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TEXAS (Nofth) 
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will deliver 


In buying “space,” you look for certat piaed 
“yardsticks’—total circulation net cost per 
thousand . . . territorial or trade distribution, In 
certain fields, there is another yardstick. This yard- 
stick is called “FRANCHISE CIRCULATION,” 
a method which in any market in the United 
States, or throughout the entire country, delivers 
the best sales prospects for your product. or 
services. 


HERE’S HOW FRANCHISE CIRCULATION ac- 
complishes this: it adds the vital feature to stand- 
ard circulation methods—providing “on-the-spot” 
verification of readers. In every local market there 
are well-known distributors or wholesalers who are 
calling on all the prospects in that market every 
day. Asa result they know better than anyone else 
which are the active buying firms. 
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ISE CIRCULATION 


the best prospects for your business! 


These distributors are franchised to furnish the 
mes of the men with the buying authority in 
theSe_firms. Every day they add the names of new 
buyers wha.come into field, and delete the names 
of the men 0 for any reason, are no longer 
active buyers’ These franchise holders make 
FRANCHISE CIRCULATION top quality circula- 
tion bgCause ey sele T t prospects and 
iwTerritory and for each 
Ption sent to these men. 


/ a manufacturer in 2 
FRANCHISE CIRCULATIPN, 


FRANCHISE CIRC 


you get better sales re 


Cleveland 13,\QOhi 


New York—MUrray Hill 7-3420 
Los Angeles—Dunkirk 8-2201 
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HERE’S THE YALE PUL-LIFT HOW TO BUY A YALE HOIST 


INDUSTRY'S MOST VERSATILE TOOL 
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WHAT INDUSTRIAL DISTRIBUTORS HANDLE 


WHAT KIND OF SERVICE CAN HE GIVE YOU 


STRETCHING CONVEYOR BHT 


WHAT DOES THIS MEAN TO YOU 
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Distributors . . 





Best Single Ad .. Fu: 


intir 


eT a ee “Putthis man 
Ne as Mee a ea on your 


Frocurement Team 


How (o buy mcheagmg markets js « pervanial purse 
for plant purchasing mee It takes amcommop 
shrewdness wed foremgit to aveard the twin pittalle too 
tinach of too hethe, 
* Baich the buyer who always sera te be sepung 
PARKER-KALION? SSS 
rs unvariahls bar the local industrial Distrivuter wn his 
procorement team. The reasons are abvewur end sound, 
F With tus conremeni, local storks of industeiad 
Oe ik a SOCKET SCREWS the Distributor aflers you real savings... lower 
purchasing «sprne betause paper wotk w mmgplited 
Pasremtne oeviess reduced iavestment iw igsenturs . wegtigible 
hone few dere mer ated obschene emer 


The Ou” SELE-TAPPING SCREWS 


AND OTHER 


With be broad expernence a a sapply spreabes the 
Distributer can show you the beet way te plan 
baying to make eare of getting the poods vou meed,. 
oa want theen 

that. the Distribute i a aed tapane emmam, 

eee depen om the eweress af the 
comtomers he serves Lt’ gucd busines for hem to 
coll three products oats whee offer you the best value, 

eet pert nborme ton on cheageng markets 

today, more thaw ever. Let ham help you 
Parker ‘Raton Corporation, 200 Vanek St, New York 14 














FIRST OIL PUBLICATION 
to establish comprehensive 
editorial wolualtione ‘2 Yes High reader interest in 


Wor.vp Ot- is the result of 
careful planning. 

Woritp Oi editors have estab- 
lished as regular editorial policy a 
comprehensive evaluation system for 
measuring reader interest before an 
article is published another 
Wor.tp Ot first. 

Through Form 1000-A, content of 
cach proposed article is matched 
against occupational categories, then 
rated on whether it will help a 
reader: 

1. Improve company operations. 

2. Reach a decision or formulate 

a policy. 

3. Enhance personal positions. 

4. And he of general interest to a 

majority of subscribers. 

Evaluated in yearly and monthly 
editorial conferences, by individual 
section editors and industry experts, 
Wor-p Oi articles have to measure 
up to high standards. Continuing 
reader surveys never fail to back up 
the editors’ judgment after publi- 

Olt Editorial Revor cation. 
snstruvent Yes, Worip O1 editorial content 
sat tye oe eset Syaten Pr is good. It has to be good. Readership 
is high, and you can put it to work 
een a for you. Reach the industry’s highest 


‘ 
some, ene” 
vp aan wet ae 7 etl ON) eine 
3. 5+ SMAth. “produc 

‘ yanneer’ 


worLD 


proble® 


oil producing circulation (almost 
16,000) through specialized Worip 
Ow. Total circulation now tops 
23,000-—an all-time high. 


| FIRST 
In’ 
FIRST! advertising 
in oll FIRST valve 
aL 4 In 
circulation editorial 
quality 


To check your market possibilities in the billion-dollar-a-year Oil 
Producing-Pipe Line Industry, write nearest office listed below for copy 


of new 1954 World Oil Market Data—NIAA Presentation Booklet. ; Ny 
She Houdi Largest WANDUSIRY Sihlishers i Witte ap ' 


GULF PUBLISHING COMPANY 


OFFICES 
@ Houston (6), 3301 Buffalo Drive, LYnchburg 4301 
@ New York (17), 250 Park Avenue, El Dorado 5-4012 
@ Chicago (4), 332 S. Mich. Ave., Wabash 2-9330 
@ Cleveland (15), 1010 Euclid Ave., Main 1-2550 
@ Tulsa (3), Hunt Building, 3-1844 
@ Los Angeles, W. W. Wilson Bldg., Huntington Park, Jefferson 1219 


4084 
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the most powerful industrial magazine in the world 


pou 
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we thank you, the leading advertisers to metalworking and your agencies, for again 
making it possible for The IRON AGE to deliver optimum coverage of your 
market hand in hand with the hard-faced practicality of low-cost communication. 
we thank you for your fact-backed belief in the selling strength of 
The IRON AGE... in the realistic terms of investing more pages of advertising 
here again in 1953 than in any other metalworking magazine. 
we thank you for your keen realization of the editorial incisiveness of 
The IRON AGE... the remarkable vitality of its news pages, the technological 
acumen of its production and engineering features ... and for your sensitive 
appreciation that there are no short cuts to building readership, that it 
is earned and re-earned issue by issue by delivering 100 cents worth for every dolla: 
of the busy metalworking executive’s reading time. 
we thank you for making it possible for us to provide the largest full-time 
editorial staff of any metalworking magazine which, in turn, provides a product that 
has attracted 50% more paid subscribers than the next metalworking weekly 
at a subscription rate that is the highest in the metalworking field. 
we pledge a further building of each of The IRON AGE’s 


unrivalled values for you in 1954, 
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The Mil Supply Distributor io Brinel’s repre 
gentative in your jvenlity. He is the dutribution 
hak between you end the Bristol urganiston 
Through 2 selected group of Mill Bupply Distrito 
tors sirategieally located acrom the country, Bre 
to's Socket Serews are brought within euey rench 
of your plant. 

Our Dutributors carry a complete etock of stand- 
ard Brstol’s Socket Screws and are in « position 
to give your order prompt delivery mrvive, Asa 
eupplement to the Distributm's stock wy carry « 
large and complete factory stock from ehich wo 
mediate dedrvery can be mete 


‘The Bristol Mill Supply Detnbutor's representa 
‘ave whe calle op you, w toterested w your Socket 
Serew protieme He hes « conmderahle amount of 
an opportunity to work with you on your Socket 
Screw applications 

Bristol Field Representatives from our twenty 
x Braneb Ofhom are also available to supplement 
the work of ow Distriby in esiving 

prohieme pertauming to the applestinn of standard, 
oo well ne special Socket Screws 


Receuse the Mil Supply Dutributer w ergarunmd 
aml equipped to eficwntly serve your lactury needs, 
he is in © position to give your pruduction and 





suY THROUGH THE Mitt SUPPLY BOISTRIBUTOR 
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Distributors . . 


Armstrong Representatives of 


Can You Spot Wong tesesana” Sl 
YOUR ARMSTRONG REPRESENTATIVE? 


He Offers You - - 
Bee 34 gen see ‘ 
their organizations assurir 


your Armetrong trap man is a tinuity of experience 
member of one of the 29 Armetrong 
Factory Representative organizations 
or 186 stocking jobbers located 
throughout the United States, Canada 
and Mexico ; 

local stocks are adequate 


ee 2 era 


~~ what size trap for this job’ how 

to hook it up? —-cold machines? 

mysterious difficultios? Your Arm most Armatrong Representat 
strong trap man will know or find the have complete stocks of trap parts o 
anewer for you. Ile ia factory -trained which you can draw 

and, more importantly, he has lots of 

experience to help you 


ie many Armstrong Representa 


Armstrong. Representatives are offer complete trap repair and 


afaiid rau denen eat ehed in thet ms" overhaul” service 


no delay when you neec 
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USE THIS PUBLICATION 
TO SELL THE INDUSTRIAL 
SOUTH AND SOUTHWEST 


IN THE BLACK — This vast region's’ wealth 
of natural resources. less heavily tapped than in 
the rest of the nation. promises unlimited future 


exploitation. 


Pictured as typical of the new processing of 
such resources is the giant thickener for recla- 
mation of extremely fine coal at the Coneord 
Mine of Tennessee Coal and Tron, Bessemer. 
Alabama. Daring new industrial innovations. 
plus an eagerness to adopt modern methods and 
machines, are prevalent everywhere throughout 


the South-Southwest. 


To get the stepped up volume you're seeking 


to improve your profit picture, concentrate ma 


ay 27 
i nr eet temas a im ? 
le ‘ Tal 


jor sales effort on the fast ¢ \panding industry of 


the South and Southwest. 


SOUTHERN POWER AND INDUSTRY is 
edited expressly for this fresh-thinking. heavy 
spending industrial market. Use S. P. 1. to 
reach lop engineering and management in over 
10.000 industrial. utility and large service plants 
of the South and Southwest. Reach millions of 
dollars of buying power untouched by general 


power and industrial publications 


Southern Power and Industry 


806 Peachtree St.. N. E. Atlanta 5, Georgia 


ember 195 s/79 
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salesmen must see to sell! 


Headed straight for the key buying influences... 


It’s just a short walk inside, but it has taken your salesman 
many calls to know who to see when he gets there. Only through 
repeated sales contacts has he been able to identify which men 
have real buying influence in this plant. 


He knows from experience that titles are an inaccurate guide, 
—that the buying pattern in one plant usually differs radically 
from the next. Only repeated sales calls can search out the men 
who count. 


That’s why MILL & FAcTory, alone in the general industrial 
field, uses 1,645 sales engineers to build and maintain its circu- 
lation. These sales experts, like your own salesmen, sell ma- 
chinery, equipment, and other products to industry. 


All of these men are in constant contact with the nation’s 
worthwhile industrial plants. They select each individual 
reader and enter a paid subscription so that he receives 
MILL & FACTORY every month. 


This “‘key-man”’ circulation method assures you, the advertiser, 
that MILL & FACTORY reaches the men, regardless of title, 
your salesmen must see to sell. 











Mills Factory 


205 EAST 4206. 578 Cet 
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Premiere . . 


wmowsawTO CHEMICAL 


PRIVATE sy 
own 
JUNE 22 23 Ag 


3 DECISION FOR CHEMISTRY PREMIERE 


priaTe SHOWING FOR 
pivaTe S OMPANY 


Crowds see Monsanto movie . 


but they don’t hear the name 


Picture without plugs .. what can it do? 


® MONSANTO CHEMICAL Co., St 
Louis, has produced a 50-minute in- 
stitutional movie that doesn’t once 
say, “Monsanto,” from its sound- 
track 
Despite and perhaps partly be- 
cause of . . this unusual modesty in 
a commercially-sponsored film, it 
shows promise of winning friends 
among the public (including cus- 
tomers), employes and young men 


who may grow up to become chem- 


ists some day possibly for Mon- 


santo, instead of the competition. 


The movie was made to tell the 


public more fully what the chemical 
industry does. Secondary objective 
is to interest youths in chemistry 
and chemical engineering as a ca- 
reer. The movie is offered to civic 
groups and schools free of charge. 

The attempt is to do a straight re- 
porting job, without self-praise by 


any of the film’s six narrators 


To do the selling and persuading 
job most effectively, Monsanto lined 
up high-grade talent: the director 
is Sidney Meyers, movie, 
“The Quiet One,” 


critics and was one of several from 


whose 
won praise from 


which the Academy Award winner 
was picked several years ago. Mu- 
sic is by Alex North, who wrote the 
scores for “Streetcar Named De- 
sire A 

The resulting movie, titled “De- 
cision for Chemistry,” presents the 


small boy whose curiosity in a 
blacksmith’s 
siding becomes the inquisitiveness 
of the 


hood 


shop and a railroad 
research chemist in adult- 
Moral: go into chemistry, 
young man. 

Six case histories show problems, 
solutions and results of chemical re- 
search in such fields as_ safety, 
transportation, food and_ synthetic 
fibers. 

Only identification of Monsanto is 
in the opening film credits and on 
an occasional building or tank car 
sporting the trade-mark. 
rented the St. 
Theater for three days for a pre- 
showing to 8,000 employes 
and local citizens before shipping 
the film to plant communities else- 
where in the nation for showings. 


Monsanto Louis 


miere 


Among promotional touches in St. 
Louis was the theater marquee, 
which pushed the movie in colored 
lights during the three-day run. Six 
office secretaries were usherettes, 
distributed programs and wore spe- 
cial stoles of sheer batiste hand- 
printed with the “M” trade-mark. 

The film, produced by MPO Pro- 
ductions, New York, in 50 and 35- 
minute versions, is distributed free 
via Modern Talking Picture Service 
film exchanges in 28 cities. 


Detergent . . 


é hemis jeve] 





Nou more than $700,000 


per day is spent just for 
maintenance in U. S. Refineries. 
More than 50% of refinery em- 
ployes are engaged in maintenance 
activities. 

First complete coverage of Refin- 
ery maintenance was initiated by 
PETROLEUM REFINER a year ago, 
through a monthly Maintenance Sec- 
tion. With uncanny accuracy, PeTro- 
LEUM REFINER continues to pace the 
field in editorial coverage of this 
industry. 

Here’s a_ pre-conditioned reader 
market, concentrating on men who 
buy. And Perroteum REFINER pin- 
points 12,304 key men, directs them 
specifically to your sales message with 
specialized editing.Here you buy the 
largest available paid subscriber au- 
dience of men responsible for 98% 
of all U. S. Refining-Natural Gaso- 
line-Petrochemical purchases 

A dominant PeTRoLEUM REFINER 
campaign will buid prestige, gain 
product recognition, enable you to 
ride the crest of specialized Perro- 
LEUM RerFiNer’s leadership and 
popularity. 

To check your market possibilities 
in this billion-dollar-a-year industry, 
write for latest 1954 Refiner Market 
Data Book, prepared in NIAA form. 
Address the nearest office listed 
below. 








FIRST 
in 
adverpising 


t 
LN clei 


in paid LAY 

ULL 4 in 
circulation editorial 
quality 


SPECIAL MAINTENANCE ISSUE will be published 
in January, 1954—another first for PETROLEUM 
REFINER. Reserve your space now. 


She Wolds Largest MuANDUSTRY <Stblishers 


GULF PUBLISHING COMPANY 


OFFICES 


Houston (6), 3301 Buffalo Drive, LYnchburg 4301 

New York (17), 250 Park Avenue, El Dorado 5-4012 

Chicago (4), 332 S. Mich. Ave., Wabash 2-9330 

Cleveland (15), 1010 Euclid Ave., Main 1-2550 

Tulsa (3), Hunt Building, 3-1844 - 

Los Angeles, W. W. Wilson Bldg., Huntington Park, Jefferson 1219 ind 
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INTERNATIONAL ISSUE OF METAL PROGRESS 


Here will be reported the major metalworking achievements 
made recently in the Free Nations of the World. To secure 
this eagerly awaited material, Metal Progress’ editor, Ernest E. 
Thum, just completed visiting metals experts throughout 
Europe where he commissioned almost a score of authentic, 
informative articles for this outstanding issue. 

The interest of metals engineers, here, in what their fellow 
scientists and producers are doing abroad, gives your January 
advertising in Metal Progress unusual impact and retention 
value. Reserve your space now. 





NEW HANDBOOK ISSUE OF METAL PROGRESS 


Last published in 1948, the Metals Handbook, famed refer- 
ence of the metals industry, will have its first Supplement as 
a 300-page extra issue of Metal Progress with 30,000 paid 
copies guaranteed! 

Committees of metalworking specialists are preparing 26 
editorial features for this issue .. . to cover the past six years’ 
developments in the fields of Metals, Processes and Design. 
Your customers and prospects will keep this Supplement, 
refer to it whenever they need the latest metalworking facts 
and data. Make sure this New Handbook issue is on your 
schedule for a plant-wide, on-the-desk reference to a// your 





products for a// the metals industry. 


NATIONAL METAL SHOW ISSUE OF METAL PROGRESS 


The Metal Show .. . international market place that outpulls 


and outsells all other industrial shows ...is sponsored and 


managed by the American Society for Metals, publisher of 


Metal Progress. 

This means each advertiser in Octcber’s Metal Progress 
not only reaches the 23,069 metals engineers who monthly 
make up its influential metalworking audience but each 
gets a bonus of complete identification with the Show itself, 
plus extra distribution to the Show’s attendance of 40,000 
to 50,000. Mark it down... October, Metal Progress ...a 





must for everyone who sells the metals industry! 


]| 
. ogress 


A publication of the 


American Society for Metals 


7300 EUCLID AVENUE ¢ CLEVELAND 3, OHIO 





Which ad 
attracted 
more readers? 


00 CONRLINGS LONE CORPORATION, TRENTON 2. 1 40. 





Wire Rope 


Product Photo vs. Noted Artist 


® THE DIFFERENCE between these wiee eore 
two wire rope ads in Steel is ita’ ol slings 
marked: one is illustrated by Nor- f } sal eae 
man Rockwell, with seven lines of 1 { 1 There ate hanced of Wp sy 
copy. The other offers three prod- 
uct photos and twice as much copy. 

Which attracted more notice? 


Which lured more readers to read Assemblies 


most of the copy? See page 192. 


ond eperann 


MACWHYTE COMPANY 
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PRACTICALLY 


ALL PRODUCTS ARE PACKAGED 


AND ALL PACKAGES MUST BE... 


Meat pall 
in Gray u 
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® ¢ S 
acl ca . Wn the authority of packaging 


A BRESKIN PUBLICATION 575 Madison Avenue, New York 22, New York 
“etacinieiae™ 








You conjure up a hefty mountain 
of metal if you think of the average 
housewife opening up 576 cans a 
year in her kitchen. Nationwide, 
that’s a staggering 26 billion cans 
of beans and baby foods, soups 

and succotash . . . a hearty share of 
the fruit and vegetable crop ...a 
sizable chunk of the world’s meat 
and fish. Why, frozen concentrates 
alone take some 850 million cans 

a year! And supermarket selling is 
helping people to buy still more 
canned foods—faster. 


And that’s a small part of the picture, 
for cans carry everything from 

paints and motor oils to bug sprays 
(look how many products aerosols 
alone have sprouted!). It takes a 

heap more metal for the caps and 
closures on other types of packaging, 
too. And metal’s only one major 
packaging material. 


This business of packaging is an 
enormous market .. . cutting across 

all industries . . . taking not only a vast 
quantity of metals and materials, but 

a growing lot of machines, handling 


equipment and supplies. 


All these are sold to the people who 
design, produce and merchandise 
packaged products, in MODERN 
PACKAGING. It’s been their source 

of fresh ideas, technical knowledge and 
merchandising spark for 26 years. And 
today, survey after survey proves its 
leadership in the field . .. by a wide 
margin. Ask for the facts. 








Vhadip 
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If you make anything 
that goes into packaging 
any product... for its em Eas 
design, production or (@@® 4 * 
merchandising ... your we 
advertising belongs in— 
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Your Foot's in the Door 7 


Getting in an industrial plant doesn’t pose much of a 
problem to today’s salesman . . . but whom to see is a 
question. With only one pair of legs he can’t get his foot 
in all doors... nor can he be sure that he has contacted 
all the men who have a voice in purchasing decisions. And 
missing one unknown buying influence may cost a sale. 


One sure way of reaching these unknown buying influ- 
ences is through the magazines they must read to keep up 
with their jobs. Business decisions are influenced by what 


these men read in the editorial and advertising pages of 


their business magazines. 


We call Business Publication Advertising “‘Mechanized 


Selling” because it gives greater productivity to the sales- 
man’s efforts . . . just as a high speed machine steps up the 
productivity of the skilled workman in the plant. Used for 
the preliminary steps of making contact, arousing interest 
and creating preference for your product, business maga- 
zine advertising gives your salesman more time to concen- 
trate on the important job of making specifications and 
closing the sale. 


For more information on how Business Publication 
Advertising can build sales and cut selling costs, ask 
your McGraw-Hill man for a copy of our 20-page book- 
let, ““Mechanizing Your Sales with Business Paper Ad- 


vertising.”’ 


Ss 
McGRAW-HILL 
Ld FOR BUSINESS 
Lf 








NEW MECHANIZED 
SELLING FILM 
NOW AVAILABLE 


We have just produceda 35mm. 
sound-slide film entitled, 
“Plateau of Progress.’ This 
14-minute Kodachrome film 
presents the application of 
mechanization to selling . . . 
shows the job that advertising 
can do in the kind of economy 
we’re living in today. 


* Plateau 
gael) Prog ress 
» ~0O © 
pF » en 


The film fits ideally into 
conferences, sales meetings, 
sales training courses, adver- 
tising presentations and other 
gatherings where business pro- 
motion is the theme. 

This new film, and our earlier 
film, ‘‘Mechanized Selling 
Blueprint for Profits,’’ are 
available at all McGraw-Hill 
district offices. For further in- 
formation, ask your McGraw- 
Hill man or write Company 
Promotion Department. 


McGRAW-HILL PUBLISHING COMPANY, INC. 
App 330 WEST 42nd STREET, NEW YORK 36, N. Y. @ 


HEADQUARTERS FOR BUSINESS (Nn FORMATION 
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® SUPPOSE you are well established, 
but not a giant company, with a 
line sold principally through dis- 
tributors. Is there anything you 
can do that will take you out of the 
category of “just another line,” as 
far as the distributor is concerned, 
and get you his special attention 
and that of his sales force? 

That is one of the most common 
problems facing industrial market- 
ers. It is a problem which Black- 
hawk Mfg. Co., Milwaukee, faced 
up to and determined to solve 
with such success that in a single 
year the company had impressed it- 
self and the possibilities of its line 

Idea book builds Blackhawk on distributors who gave it little 
thought before. 

Blackhawk started out in 1910 as 

into key line for distributors id Sak sane acaba 
with $5,000 of capital, 12 employes 
and a modest sales volume and has 
Not more distributors . . but more distributor interest grown to 500 employes and annual 





Announcing...the great new 64-page 
BLACKHAWK 


1001 shortcuts te seve you time... money... 
matenals m production and mamtonan + 


These Big Sparkling Advertisements 


ippearing In Leading Industrial WER BOOK 





IDEA BOOK 
Magazines Tell Your Customers 


(DEA BOOK 
thout The New, Sales-Pi oducing WIN BIG CASH AWARDS 


IDEA BOOK sa Tat an WH AHO 


Vor Blackhawk Equipment 4 ! B LACK 
Siz at 

ae ? oe BS eS 

aae . — - 


Ld COPY CP as COUPON amp man tosay 











Good Merchandising .. This : 
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sales volume between $5,000,000 and 
$10,000,000. 

In achieving this growth, the 
company had early problems. In 
post-World War I days it ran into 
trouble, from which it began to 
emerge in 1924 when H. P. Brumder, 
now chairman of the board, took 
over the presidency. His son, Philip, 
is president now. The company be- 
came Blackhawk Mfg. Co. in 1925. 

Its three major lines are (1) hand 
tools, (2) hydraulic tools (includ- 
ing the Porto-Power, a hydraulic 
jack in which the pump is separated 
from the ram and connected with a 
hose line, so that the jack can work 
in all directions primarily an 
automotive service trade tool, but 
with growing industrial uses) and 
(3) hydraulic controls . . a variety 
of special adaptions of the hydraulic 
jack for use as component parts of 
other manufacturers’ equipment. 

These three lines now form the 
three divisions of Blackhawk. A- 
side from the third, sales are made 
primarily through distributors 
principally automotive distributors. 
So the automotive field is of vast 
importance to the company. It is 
one of the two or three largest pro- 
ducers of jacks and an important 
factor in the hand tool business. 


It is known and respected in the 
field. 
But the widespread industrial 








uses for its hydraulic jacks and 
equipment led it, in 1939, to seek 
actively for new markets and new 
fields, outside the automotive field. 
It made its first real bid for atten- 
tion in the non-automotive indus- 
trial field with a Porto-Power pipe 
bender. 


Be a Key Line and You're In. . 
It was making good progress in 
the industrial field, and holding its 
own or better in the automotive 
field, but management felt it could 
do a lot better, if only it could get 
distributors really interested in its 
products. 

In the automotive field, this was 
no problem. The Blackhawk name 
and the Blackhawk line meant 
something to the trade, and Black- 
hawk was getting at least its share 
of attention. The average automo- 
tive jobber will handle anywhere 
from 50 to 400 lines, but he builds 
his promotional and sales activities 
pretty largely around 10 to 20 “key” 
lines, behind which he puts some 


sales effort. 


What Jobbers Promote .. The 
“key” lines are those lines that can 
induce the automotive jobber to call 
his sales staff in for a special meet- 
ing; they are the lines he really 
pushes. He will cooperate with the 
manufacturer of these lines to the 








extent of sending special bulletins 
to the sales force, using direct mail 
on the line, and perhaps even ad- 
vertising the line in his territory in 
his own space. 

Blackhawk knew how automotive 
jobbers worked with “key” lines, 
and benefited from the fact that the 
Blackhawk line is a “key” line to 
an impressive number of distribu- 
tors in the field. 

But to the 450 industrial distribu- 
tors and the 150 electrical whole- 
salers who have been handling 
Blackhawk sales to industrial, con- 
struction, electrical, mining, marine, 
aviation, oil and other fields, Black- 
hawk was “just another line.” One 
reason was that Blackhawk is a 
relative late-comer to these fields, 
and never has been big enough to 
get anywhere by sheer corporate 
weight. Another is that industrial 
distributors, as a class, have not 
developed the “key line” type of 
operation to the same extent as 
have distributors in the automotive 
field. 

Blackhawk has done a good job 
of getting industrial distributors 
and electrical jobbers to handie its 
line. It was not interested’ in 
widening its distributive set-up. 
But it was interested in making the 
Blackhawk name and the Black- 
hawk line mean more to the dis- 
tributors it had. What it wanted 

vontir 1 on page 94 








Announcing. the great new 64-page 
BLACKHAWK IDEA BOOK 
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Announcing . . 
the great new 64-page 
BLACKHAWK IDEA BOOK 
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Announcing ... great 
new b4-pave BLACKHAWK 


IDEA BOOK 







Leary One Of These Powerhouse Advertisements 


Carries The Slogan 


isk “The Man Who Knows" 


Representatives OF Leading Supply Houses Hove 
Full Fects On Blackhawk Product 
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The Plant Operating Group 


One group— The Plant Operating Group — 
is rated “most important in buying” in sur- 





vey after survey of buying influence. 





And one magazine — FACTORY — consist- 
ently rates first in readership in survey after 


survey of Plant Operating readership. 


It’s natural. FACTORY, alone, concentrates 
all its efforts on this one job of serving the 
Plant Operating Group. And more Plant 
Operating Men pay to read FACTORY than 
any other industrial magazine. 

That’s why industrial advertisers invest more 
of their dollars in FACTORY than any other 


monthly business publication. 


Are you counting on FACTORY for the job 
of making contact with the Plant Operating 
Group? 


FACTORY 


MANAGEMENT AND MAINTENANCE 


330 WEST 42nd ST., NEW YORK 36, NEW YORK 


® © 


Idea Book Boosts Blackhawk, Distributors . . |. 


was “key line” attention from in- 
dustrial distributors and electrical 
jobbers . . the same kind of “special 
attention” it so frequently gets in 


the automotive field. 


Ideas for Sale. . It has succeeded 
in getting this attention with an 
“idea” campaign, sparked by Hal 
Goehrig, vice-president in charge 
of sales (who was once Blackhawk’s 
advertising manager) and executed 
by Wes Kiley, advertising manager, 
and Klau-Van 


the company’s agency. 


Pietersom-Dunlap, 


The entire campaign, aimed 


straight at the industrial field, is 


with torque wrenches. To keep the 
Blackhawk also 
offering 


ideas flowing in, 
started an idea contest, 
cash awards up to $50 quarterly for 
use-ideas not incorporated in the 


book. 


The availability of the book was 
announced, starting in July last 
year, with two-color spreads, two- 
color and b&w pages and smaller 
ads in Industrial Distribution, Mill 
& Factory, Plant Engineering, Fac- 
tory Management & Maintenance, 
Electrical Construction & Mainte- 
nance, Electrical Wholesaling, Con- 
struction Equipment, Coal Age, En- 


gineering News-Record, Construc- 





FACTORY 





Pick the 
jack for the job... 
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BLACKHAWK 








Follow Through . . Blackhawk: 


M samant & M 
Inagemen is ¥ 


1 1intenance tha 


built around ideas ideas on uses 
for and applications of the tools 
Blackhawk makes. Central piece 
in the effort, which got under way 
in July last year, is a 64-page 
Blackhawk Idea Book .. ‘1001 valu- 
able shortcuts with hydraulic tools 
and hand tools, for industrial, con- 
struction, electrical, mining, marine, 
aviation, oil and other fields.” 

The booklet is a collection of un- 
usual, time and money-saving uses 
for Blackhawk tools, classified into 
ideas for production, for mainte- 
nance, for testing, for rescue work, 
all of which discuss hydraulic tools, 
ideas 


plus ideas with wrenches, 
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tion Methods & Equipment, Elec- 
trical World, Electrical Equipment, 
Qualified Contractor's 
Electrical Equipment, New Equip- 
ment Digest, Industrial Equipment 
News, Industrial Maintenance and 
Canadian Industrial Equipment 
News. Currently being used, in 
addition, are Industrial Laborato- 
ries, Conover-Mast Purchasing Di- 
rectory, Fraser's Canadian Trade 
Directory, MacRae’s Blue _ Book, 
Thomas’ Register of American 


McGraw-Hill 


Contractor, 


Manufacturers and 
Electrical Catalogs. 

Ads featured the Idea Book and 
made a straight bid, via coupons, 


But the ads also 
Each ad 
prominently “Ask the 
man who knows get all the 
facts from your industrial supply 
distributor” or “Representatives of 
leading supply houses have full 
facts on Blackhawk products.” 


for orders for it. 
featured the distributors. 
included: 


Audience: 600 Distributors . . 
The ads were reproduced in an 
accordion folder. They went, with 
a letter, to the sales managers of 
all 600 industrial and electrical dis- 
tributors handling the Blackhawk 
line. The two-page letter, signed 
by W. V. Dyke, manager of distri- 
bution sales, informed the sales 
managers of the advertising cam- 
paign, explained the idea book, a 
special mailing campaign developed 
for distributors, and a jumbo return 
postcard which the distributor 
could use to order Idea Books, 
without charge, for his own sales- 
men and for “personal presenta- 
tion by our salesmen to their cus- 
tomers.” 

The 45 Blackhawk salesmen in 13 
district offices got a special issue 
of “Hextra,’ Blackhawk’s sales bul- 
letin, outlining exactly what the 
campaign was all about and what 
they were expected to do. Some 
excerpts from the sales bulletin: 

motion 1s 
the hands 


ossible 
possib] 


tells how 

ffers the oy 

additional copies t 
the campaign 

Step No. 2. The Turn Over. All district 

vided with a 


managers are being pr 
over presentation . .. This is to be 

n buyers and sales managers of 

trial supply houses to get 

peration in the Idea cam 

ict managers were required 

special presentation t 
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This book will make 
your sales planning easier 


For those selling the Electric Power Industry, this book 
supplies factual information that will show vou the way 


to more sales. 

hile our story is in it, of course, it is not just filled with 
data about Electric Light and Power. 
addition, important information about the market — 


It contains, in 


what has happened — what is happening — and what 
is expected to happen. 

extremely 
interesting survey showing buying influences in the 
industry and w ho you have to sell if you expect 
sales results. 


The book also gives the summary of an 


SALES OFFICES: 


John E 


CHICAGO 11, 
22 East Huron St., 
Walter iF Stevens ¢ G. I 
CLEVELAND 15, OHIO 

1836 Euclid Ave., 
MacArthur 


ILL. 


A copy of this book is yours for the asking. Just address 
your reque st to our nearest sales office. 


If you wisn, one of our representatives will be glad to 
call and give you additional details which could not 
~ included in the book. The Haywood Publishing Co. 
22 East Huron St., Chicago 11, [linois. 


Electric Light and Power 


THE ONLY MAGAZINE SERVING THE 
ELECTRIC POWER INDUSTRY EXCLUSIVELY 


sees / 


NEW YORK 17, N. Y. 
W Hitehall 4-0868 101 Park Ave., MUrray Hill 3-025¢ 
>. Williams ]. H. Thomson * W. A. Clabault 
WEST COAST—\ICDONALD-THOMIPSON 
Seattle 


Dallas 
ember. | 153 /98 


PRospect 1-0505 San Francisco 


Los Angeles 





Idea Book Boosts Blackhawk, Distributors . . besin: 


Offered to distributors were a 
series of mailing pieces, designed as 
four-page self-mailers. The first 
page carried the letterhead of the 
distributor and a notice about the 
Idea Book 


ried a reproduction of one of Black- 


The inside spread car- 
hawk’s ads. The final page could 
be used for addressing and mail- 
ing. The mailing pieces were avail- 
able at $10 a thousand b&w, un- 
foided, or $17.50 a thousand folded 
and sealed for use as a self-mailer. 
For a two-color version, prices were 
$20 and $27 per thousand. 

How much did all this cost? 

Considerably less than you might 


think 


25% More Advertising . . Black- 
hawk doesn't like to talk actual fig- 
ures, but it says it put about 25° 
more than usual into industrial ad- 
vertising, some of which came out 
of other promotion. The company 
usually runs at least two, and as 
many as four, major promotions 
each year, and commonly switches 
budget emphasis from one product 
line, or one approach, to another, as 
conditions seem to warrant. 

On the other hand, the whole 
promotion didn't put the over-all 
budget out of kilter very much, if 
at all. 
aside from advertising, was for the 
Idea Book itself, but here careful 
purchasing finally got the cost down 


One of the major expenses, 


to about 12¢ a copy, in contrast to 
an original estimate of 33¢. 

What happened was, as far as 
Blackhawk is concerned, well worth 
the cost: 

More than 8.000 requests for the 
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Idea Book were received from the 
business paper advertising in the 
last six months of the year. These 
inquiries were taken out of the nor- 
mal routine, and processed special- 
ly. Each inquirer got an acknowl- 
edgement telling how useful the 
book was, urging him to enter the 
idea contest, and including a jumbo 
business reply card for “other 
members of your organization who 
would like to have an Idea Book.” 

A special form letter, including 
the name of the inquirer, was sent 
in every case to the proper Black- 
hawk district manager. He in turn 
routed the inquiry to a distributor, 
and kept a copy in his files for fur- 


ther follow-up 


50% Return . . Distributors pur- 
chased more than 200,000 mailing 
pieces from Blackhawk during the 
These, 
offering the Idea Book, drew phe- 


last six months of the year. 
nomenal returns ranging from 
10% to 50% 

A total of 135,000 Idea Books has 
been given out personally by dis- 
tributor salesmen, or sent out to 
customers and prospects in direct 
response to requests. In some large 
organizations, as many as 100 or 
more copies of the book have been 
distributed individually to persons 
concerned with Blackhawk product 
use, purchase or specification. 

At least one sales meeting has 
been held within the past year with 
everyone of Blackhawk’s 600 indus- 
trial and electrical distributors, in- 
cluding, as Wes Kiley puts it, “spots 
where we hadn't been able to hold 
a meeting since the original one in 
which we introduced our line.” 

Every distributor’s sales force 
knows the Blackhawk line, and rec- 
ognizes the Idea Book as a tool 
which his customers want, and 
which helps him sell. 

The Idea Book and the accom- 
panyving prize contest are constantly 
turning up new uses and new ap- 
plications for the comvany’s prod- 
ucts .. thus broadening the market 


for these products 


Sales Rises . . 35 to 200% .. 
Blackhawk 
larger accounts have been able to 


Blackhawk 


records indicate that 


increase sales of the 


line by as much as 35 to 60%, while 
in the case of some smaller distrib- 
utors, increases have ranged up to 
as much as 200%. 

Blackhawk has achieved “key 
line” handling from distributors. 
Many of them have bought and paid 
for advertising in local or regional 
purchasing papers, and sometimes 
in their local newspapers, featuring 
the Idea Book and the Blackhawk 
line. “This,” say Blackhawk offi- 
cials, “was unheard of for us a year 
ago.” 

The Idea Book can and should go 
on for years, Blackhawk thinks. 
But even if it doesn’t, it has already 
paid its way many times over. In 
one short year, the company has 
achieved a position with its indus- 
trial and electrical distributors 
which it took many years to achieve 
in the automotive field. 

A file full of enthusiastic letters 
from distributors prove the point. 
An important distributor in Wash- 
ington said: “This is the best sales 
tool we have seen in our 33 years 
experience in the tool business.” A 
Philadelphia supply 
house said: “This is one of the finest 


industrial 


pieces of promotional literature we 
have ever seen, and both our men 
and customers are very enthusiastic 
about the suggestions. . .” 

An important New York distribu- 
tor reported: “During the first few 
months after the book was distrib- 
uted we found that we _ received 
business in your line from many 
customers we had not formerly sold 
Porto-Power equipment to. The 
Idea Book also helped our salesmen 
to recommend Porto-Power equip- 
ment 

There are plenty of others: From 

more than 400 
Already we have 
received several orders as a direct 
result of these leads.” From Chi- 
“Each day our men find new 


Los Angeles: 


direct replies. 


cago: 
opportunities for deeper penetration 
into shops and plants, and your Idea 
Book has, in many cases, been the 
door opener.” From Cleveland: 
“We are interested in the Black- 
hawk sales due to the mailing of the 
Idea Book and we took the sales of 
Porto-Power and jacks for a period 
of five months previous to Septem- 
ber 11, 1952, and the five months 
after Seotember 11. We found that 
our sales had increased 624%.” # 








SHOWMANSHIP... 
that sells! 


All previous attendance records were shattered at the 

Iron and Steel Exposition held in Cleveland . . . and the Elliott Company 
made maximum use of this opportunity to tell their story. 

Graphic presentation combined with 

convincing demonstrations 

to impart technical information to showgoers 

quickly and with impact. 

Write, wire or phone today 


to put SHOWMANSHIP into your exhibit. 


PITTSBURGH 

eR. 477 Melwood St, Pittsburgh 13, Pa., MAyflower 1-9443 
NEW YORK 
516 Fifth Avenue, New York 36, N.Y., VAnderbilt 6-2621 
CHICAGO 
1937 W. Hastings St.; Chicago 8, Ill., TAylor 9-6600 
DETROIT 

onl¢ 810 Book Tower Bidg., Detroit 26, Mich. WOodward 2.3557 
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Why is the fact that MACHINERY Magazine is pub- 


lished monthly an advantage to the advertiser? 


... Because busy engineering and manufacturing exec- 
utives get time to read MACHINERY — a month to 
cover the editorial and advertising pages thoroughly. 
And they do! Surveys have shown that highly placed 


metalworking executives spend an average of 3.4 hours 


FULL TIME orto reading MACHINERY’S advertising pages 
SELLING JOB... 





And incidentally, an appropriation for 12 insertions 
gives you an opportunity to reach MACHINERY’S 


readers in every issue. Thorough coverage at low cost! 


N B 
@ eH 


PUBLISHED BY THE INDUSTRIAL PRESS, 148 LAFAYETTE ST., NEW YORK 13, N. Y. 
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OVER 62% of MACHINERY ’S circulation is concen- 
trated among Manufacturers of Assembled Metal 


Products, Equipment and Machinery (Classification 1 
in the CCA Audit). 


OVER 86% of MACHINERY ’S circulation is concen- 
trated in the first three categories of the CCA Audit 
(the biggest buyers of metalworking equipment). 





OVER 88% of MACHINERY ’S circulation is concen- 
trated in the fourteen states where metalworking activ- 
THESE FIG URES ity — and buying power — are greatest. 
PRO VE 1) UR STORY OVER 74% of MACHINERY ’S circulation is ad- 
gaeae 


dressed to metalworking executives by name, assuring 
readership by the right buying authorities. 





25,520 COPIES (CCA Audit) — doing a superlative 
selling job for you! 


@ wa 
PUBLISHED BY THE INDUSTRIAL PRESS, 148 LAFAYETTE ST., NEW YORK 13, N. Y. 
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Nuclei, sectional arrangements 
are key steps of catalog design 


Build your catalog around centers of interest 


By R. A. Faik 


This is the third in a series of four articles 
on the techniques of modern catalog pro- 
duction. 





® EVERY INDUSTRIAL catalog ought of 
course to be completely different in 
appearance from every other, if only 
to assure quick identification of the 
product it describes and the com- 
pany that issues it. 

However, there is a basic physical 


organization of printed matter that 


fig. 1 





oe: 




















Visual Unit. Free information flow across 
visual field of two facing pages eases find- 
ing of product data. Repetition of this flow 
pattern through successive visual units 
facilitates their coordination, 
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They 


must have front and back covers. 


must underlie all catalogs. 


They must have a series of pages in 
between that contain the catalog in- 
formation. And, if the catalogs are 
at all complex, they must have in- 
dexes or information finders. 

But it is not enough merely to 
identify these physical parts. They 
apply to nearly any printed matter 
more complex than a single folded 
sheet. The special definitions for the 


parts of a catalog that follow have 
been formulated by the research de- 
partment of Sweet’s Catalog Service 
after years of experience! 

The basic unit for 
design purposes in modern catalogs 
is not the single page. It is the 
two-page spread, which has been 
given the name “visual unit.” The 
visual unit should be self-contained 
in the information it conveys, yet at 
the same time it should be inte- 
grated with the other visual units in 
the catalog. It should be clearly 
identified, clearly separated from 


Visual unit. 


other visual units, and clearly uni- 
fied across the valley between the 
two pages (Figure 1). 

Covers. The cover unit of a cata- 
log must perform three functions. 
The front cover should identify the 
product and the company positively 
and simply. The back cover should 
list addresses of sales offices, dis- 
tributors, and the like. And the 
whole cover unit should be designed 
to harmonize with and lead into the 
catalog’s visual units, to set the tone 
for them, so to speak (Figure 1). 


Continued 
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Front cover should: identify, by emphasizing company or product name; arouse interest, 
by visually suggesting catalog’s content; set tone, by establishing individuality of cata- 


log’s visual design. 
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Index. Diagram shows how an index may correlate information on products (a, b,c), needs 
(x, y, z), and the visual units {1, 2, 3) containing the information on specific products and 


the manufacturer's services. 
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1. It’s the IEC chemist and 
chemical engineer planners who write 
the big orders. 
2. I&EC’s quality circulation delivers 
more buying interest per man. 
3. I&EC gives proof of I&EC’s 
subscribers’ buying interests by doing a 
continuous, non-competitive study tics 
own subscribers. 
4. I&EC stands #1 among the most 
important buying factors named by a 
competitor's study. 
5. I&EC has the greatest concentration 
of buying power in the Chemical and 
Process Industries. 
6. I&EC serves all functions wherever 
they are: in research and development— 
process engineering and design—production 
— management. 
7. Only I&EC presents enough editorial 
volume to serve ail functions in all 24 
Chemical and Process Industries. 
8. I&EC has the balanced circulation— 
among trained chemists and chemical 
engineers in all titles and functions. 
9. I&EC has an important segment of its 
editorial material written by leaders in 
industry for leaders in industry. 
10. I&EC renewals are over 80% and 
subscription list accuracy is checked 
annually. 
Il. I&EC maintains the high, envied 
standards of American Chemical Society 
editorial contents... as evidenced by the 
fact that little more than half of the 
~~ excellent articles submitted appeat 
gr /in the magazine. 


The big sales 
come from 
I&EC 
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S more and more products reach a stock situation, 
the need for direct, aggressive selling and advertising 
becomes more important. It was a practical approach 
during the °40’s to spread your institutional advertising 
message to a wide range of functional people, regardless 
of their direct buying influence. That day is gone 
today you must reach your most influential buyers the 
fastest and most economical way possible. 

This can only be done by “Pin Pointing” Your 
Advertising. 

You can reach the most important plant operating men 
today .. . the Plant Engineers . . . by “Pin Pointing” 
your advertising in PLANT ENGINEERING, the only 
magazine edited exclusively for the Plant Engineering 
function. It selects, by the “Pin Point” process, the key 


buyer in all important plants in the Country. 
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“Pin Point” Selection Develops a sound functional group 
of readers. PLANT ENGINEERING goes further than 


plant lists to provide a live penetrating audience. 


A continuous program of mail questionnaires and 
personal calls provides detailed information regarding the 
physical plant and equipment, and . . . detailed lists of 


individual names of men and their job functions. 


Each individual must meet rigid standards of job 
function before he is considered as a potential reader 
for PLANT ENGINEERING. 

This is your assurance that when you advertise in 
PLANT ENGINEERING you are “Pin Pointing” your 
sales message to a select group of Plant Engineering 
men. Therefore, you buy only the functional coverage 
you need, 
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hore are five outstanding reasons for jlacing PLANT ENGINEERING on 
© I D 


your advertising schedule 


1, Reaches 36,000 piant engineering men... more plant engineers than any other industry 
trade paper. 


ya Reaches over 24,000 key plants in the United States, which are responsible for pur- 
chasing 76% of the Country's industrial plant equipment. 


3. Reaches more plants with 100 employees or over, than any other industrial plant 
operating paper. 


4, Pin Points your sales message to your number one buying influence of plant equipment 
at the lowest cost per thousand. 


5, Guarantees editorial material in every issue of vital interest to all of its readers. 
These five statements cannot be duplicated by any other industrial plant 
I ; I 


magazine. Compare PLANT ENGINEERING with any other industrial magazine 


on these five points. 


REMEMBER ., . . Sell the Piant 


Engineer and you've sold your 
product. 


For more detailed facts ... write for 
PLANT ENGINEERING's ‘Comparison 
Test.” Technical Publishing Company, 
110 South Dearborn S$t., Chicago, Ill. 





Key steps in catalog design . . ««:: 


Index. Any catalog that is at all 
complex should index 
prominently displayed on the front 
cover, inside the front cover, or on 
This index can be 


have an 


the first page. 
anything from a simple list showing 
the organization of catalog content 
by numbered sections to a detailed 
selector guide which will help in 
finding data in the catalog and also 
show when, where and why the 
products should be used (Figure 1). 
Put as simply as this, a catalog 
may sound like an easy thing to put 
together. However, to carry out 
these definitions with distinction and 
effectiveness, some basic thinking 
about catalog techniques must be 
completely re-evaluated. For when 
the rules are creatively applied, 
quantities of glaring adjectives and 
buckeye art that often serve as com- 
pany promotion more than product 
description in the average industrial 
catalog go out of the window. 
Exotic literary style has no place 
in a hard-working catalog; clarity 


fig. 2 








Unre- 


lated illustration only confuses the 


and precision of writing do, 


user, just as does bad illustration; 
well-organized design, carefully 
planned to present information in its 
simplest and most graphic form, is 
essential for ease of understanding 
as well as for dramatic, eye-catching 
appearance. Organization of mate- 
rial in accordance with company no- 
tions of prestige or impact is very 
likely to be bad organization; on the 
other hand, arrangement as nearly 
as possible in the order in which the 
user will need it is bound to produce 
good organization. 

Never forget: an industrial cata- 
log’s primary purpose is to simplify 
product selection. Only secondarily 
should it promote its products or 
urge the catalog user to buy them. 


Four Steps of Design . . To indi- 
cate with a practical example how a 
complex product, manufactured in 
various types and for various appli- 
cations, can be cataloged in accord- 





ance with the principles, suppose we 
describe the design steps required to 
produce an eight-page catalog for 
the X.Y.Z. Mfg. Co. 

The whole catalog design process 
can be resolved into four major 
stages: analysis, development of nu- 
clei, sectional arrangement of data, 
and visual development. Each of 
these steps will be defined generally 
and also as they were carried out in 
designing the X.Y.Z. catalog. 


Analysis involves either the eval- 
uation, organization and arrange- 
ment of a mass of individual new 
documents; or the reorganization of 
data already appearing in an older, 
poorly planned catalog; or a com- 
bination of both. In the case of the 
X.Y.Z. catalog, the latter was the 
situation as is usually true. 

In any event, it is always impor- 
tant to check the information at 
hand, whether it is in an existing 
catalog or in notes and memoranda, 
against the lists of essential catalog 
data outlined in Part Two of this 
series. This is particularly impor- 


rn 1° 
ntinued on page 108 












































Sectional arrangement is most effective when the over-all layout of covers and visual units 
is unified by a carefully planned similarity of design concept and yet differentiated between 
visual units according to shifts in their types of information. 
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In the Liquefied Petroleum Gas Industry the big buyers 
are the bulk plant operators. These operators consist 
mainly of: 


Buyers! 


Complete coverage of the known bulk plants is given 
only by BUTANE-PROPANE News. There are 4,940 
Distributor-Dealer and Piped Town bulk plants (June 


*53 count)—and B-P News serves every one of them, 
with a total of 7,372 subscriptions. The second paper 
in the field shows only 4,618 such subscriptions... 
fewer than the actual number of plants. 


Distributor-Dealers with bulk storage... whole- 
salers and retailers who are quantity buyers of 
everything needed in the installation and use of L.P. 
gas. They sell and install domestic appliances, and 
they virtually preempt the field in the sale of com- 
mercial, agricultural, and industrial appliances and 


Don’t MISS the big buyers...SELL them through 
the pioneer and preferred* publication of the LPG 
equipment. industry—BUTANE-PROPANE News. 
Piped Town Systems (Utilities)... heavy buyers *In eight reader surveys, made independently by 
of equipment, and of the domestic, commercial, 
and industrial appliances for which there is a market 


eight different advertisers in the past 4 years, B-P 
News has been voted first choice by a composite 


in the areas they serve. margin of 3.32 to 1 





? 





sepeeetinend 
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You Reach the Big Buyers 


through Butane-Propane News 


Publishers’ Statements of the LPG 
publications for the 6 months ending 
June 1953 show that BUTANE PRO 
PANE News leads in circulation with 


55% more to Distributor-Dealer 
Bulk Plants 


220% more to Piped Town Sys- 
tems with Bulk Plants 


37% more to LPG Producers 
and Marketers. ..and 


o BUTANE-PROPANE (2 


A Jenkins Publication © 1985. Alvarado Street @ Los Angeles 57, Calif 


46% more paid circulation to these 


combined groups 


Paid Circulation Over 11,000 * Average Total Distribution Over 12,500 * Write for complete facts 
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“business publications are important to us. 


as readers and as advertisers... 


eeeeeeeeveeeeeeeeeeeeeeveeeseeeeeeeereeeeeeeeeeeeeeeeeeeeeeeeeseeeeeereeeeeeeeeeeeeeeeeeeeeeee ee 


It’s good to see both ABC and CCA members 
teaming up through National Business Publications 


to make their magazines continuously 


more useful in their special fields.” 


Men who edit and publish business peri- 
odicals are enthusiastic in the acceptance 
of their responsibility to both readers and 
advertisers. Knowing that better value to 
advertisers rests solidly upon better value 
to readers, business publishing executives 
are exceptionally eager to exchange ideas 
with other men in similar jobs. NBP has 


created a forum for cordial and stimu 


NiplP 


Stuart Peabody 


lating discussions of this sort. Because 
NBP provides this meeting place for men 
of both ABC and CCA audited member- 
publications, this association has made 
new records in growth. Today, with one 
hundred fifty-six member - periodicals, 
NBP is the largest association of its kind in 
the world and is using its fast-growing in- 


fluence to build a United Business Press. 





For a United Business Press 


NATIONAL BUSINESS PUBLICATIONS, 


1001 FIFTEENTH STREET, N. W. - 


The national association of publishers of 156 
technical, professional, scientific, industrial, 
merchandising and marketing magazines, 
having a eombined circulation of 3,504,667 
... audited by eitherthe Audit Bureau of Cir- 
culations or Controlled Circulation Audit, 


Ine.... serving and promoting the Business 
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WASHINGTON 5,D.C. + 


STerling 3-7535 


Press of America... bringing thousands of 
pages of specialized know-how and ad- 
vertising to the men who make decisions 
in the businesses, industries, sciences and 
.. pinpointing your audience 
market of your choice. Write 
NBP publications. 


professions . 
in the 
for com ple te list of 





INC. 


Stuart Peabody, Assistant 
Vice-President of The 

Borden Company, attended 

Williams College and began 

his career as a newspaper 

reporter. In 1912, he joined 

Procter & Gamble, leaving 

after 3 years lo become a staff 
member of the H. K. McCann 
Company. In 1924, he joined 

The Borden Company, becoming 
Director of Advertising in 1930 

and Assistant Vice-President in 1940. 
Mr. Peabody is a Past President of 
{N4 and onetime Chairman of The 
{dvertising Research Foundation. He 
is a Vice-Chairman of The Advertising 
Council and a Trustee of 

Williams College. 
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Key steps in catalog design . . begins on ; 


tant if the design group is to rede- 
sign an existing catalog and is not 
responsible for the adequacy of the 
original information-gathering proc- 
ess. Some useful facts may have 
been omitted, inadvertently or oth- 
erwise, from the original publica- 
tions, and an analysis of the data 
that were included will show 
whether this is true or not. 

Study of the original X.Y.Z. cata- 
log from the point of view of ap- 
pearance and usability as well as 
completeness showed that it fell 
short in four ways: 

1. Poor organization of data and 
lack of an index made it difficult to 
use the catalog or to find specific in- 
formation in it. 

2. The text and the tables were 
much too crowded; there were too 
many words to read; the diagrams 
and illustrations were too small and 
too jammed-in to be easy to under- 
stand. 

3. The subject of the catalog was 
not only manufactured products; it 


fig. 3 


was also an installation service. The 
old catalog showed all the products 
that the company made, but never 
brought out fully the nature of its 
customer services. 

4. A total lack of visual interest 
or attractiveness made it difficult to 
follow the catalog’s content and re- 
duced its memory value. 

In other words, the catalog did 
not contain all the information it 
should have, and made poor use of 
the data it did contain. In redesign- 
ing it, ways had to be found to or- 
ganize the facts around basic con- 
cepts; and this involved Step Two 
of the design program. 


Development of nuclei is the 
crucial task in the physical integra- 
tion of a catalog. From these cen- 
ters of interest grow the visual ele- 
ments around which the total design 
will revolve. In a simple product, 
there may be only one nucleus of 
interest; in others, several. 

In the case of the X.Y.Z. catalog, 
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three design nuclei were estab- 
lished. The first was the logical 
classification of the products and 
their competitive features. (This 
often is the basic nucleus in indus- 
trial catalog redesign projects.) The 
second was visualization of the in- 
stallation service. The third was 
the correlation of dimensions and 
installation details which were gcat- 
tered throughout the old catalog. 

The results of this organization of 
data around nuclei are: 

greater precision of informa- 
tion; 

elimination of irrelevant and 
obsolete illustration; 

shortening of wordy, repetitious 
text. 

In the X.Y.Z. catalog, for example, 
visualization of the _ installation 
service led to simplification of prod- 
uct listing, and arrangement of 
products in a much more logical or- 
der, thus helping greatly to explain 
the company’s somewhat involved 
operation. 

Design nuclei need not be based 
on the product. Indeed, in many 
instances when the product is low 


‘ontinued on page 110 
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Visual Units may derive their unity from a great variety of graphic 
means promoting smooth visual flow, as these examples from 
different industrial catalogs show. Repetition of the same design 
pattern through successive visual units, whenever possible, gives 
the catalog visual coherence. Identification is achieved by index 
symbol at visual unit's upper right and company name at lower right. 





Says Ralph G. Wadsworth, 
M. ASCE, City Engineer, 
San Francisco, Calif. 
“Downtowners driving to the 
Golden Gate Bridge no longer 
need scale dangerous Russian 
Hill, thanks to the Civil Engi- 
neers who built San Francis- 
co’s new twin-bore Broadway 
Tunnel. From the first topo- 
graphic survey to the last 
placement of concrete, Civil 
Engineers have been in com- 
plete control of this 6 million 
dollar construction job. In 
their various capacities as 
planners, supervisors and con- 
tractor executives, Civil Engi- 
neers are the major influence 
in the purchase of construction 
materials and equipment.” 


New NIAA Outline 
Just Published! 


Your free copy 
will be sent immediately. 
Tells all about 
Civil Engineering’s circulation, 
markets, editorial, rates. 


Write or phone today. 


eeannenees 


"Civil Engineere epend $6 million 
to keep San Franeigeane 
from going ‘over-the=hill !* 


Only CIVIL ENGINEERING alone 


can sell 37,000 civil engineers. 


Here's why: 


§§ CIVIL ENGINEERING is the only national periodical pub- 
lished exclusively for Civil Engineers. 


24 90% of CIVIL ENGINEERING’s 37,000 readers have met 
the rigid education and experience requirements for mem- 
bership in the American Society of Civil Engineers. 


By CIVIL ENGINEERING’s authoritative editorial content is 
written by top-flight engineers actively engaged in important 
projects. 


£¥ High reader interest produces results—36,715 inquiries from 
one issue alone. 


J Advertisers pleased—91% of 1952’s advertisers were back 
again in 1953. 


For the lowest rate-per-thousand among national construction 
periodicals, CIVIL ENGINEERING provides a direct selling link 
to 37,000 active Civil Engineers, key men in planning, supervisory, 
and purchase control capacities. No other magazine, or combina- 
tion of magazines, will reach them all. 


Engineers are educated to specify and buy. 


“CIVIL | 
_— ENGINEERING 


‘iy att 


’ 


\ a Magazine of Engineered Construction 
Published by 

a American Society of Civil Engineers 

33 West 39th Street, New York 18, N. Y. 
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Key steps in catalog design . . begin 


in visual interest, the nuclei around 
which the catalog can be organized 
may be purely visual devices, pro- 
vided they do not scatter attention. 


Sectional arrangement of catalog 
information becomes much simpler 
once the facts have been organized 
around one or more basic nuclei or 
Very often 
the nuclei will suggest the sections, 


centers of importance. 


although the actual arrangement of 
visual units may be influenced by 
other considerations, such as tradi- 
tion, buyer custom, company pol- 
icies, and the like. 


the information itself. 

Of course, not all catalog sections 
require only one visual unit. A 
more complex catalog may require 
two visual units for uses and ad- 
vantages, three for manufacture, 
one for types and 
methods of working, and one for 
properties. The important element, 
naturally, is the logical organization 
of the sections of the catalog, and 
not their length. 

One of the best ways of learning 
the principles of sectional arrange- 
ment of information is to study cat- 


sizes, four for 


alogs, catalogs and more catalogs. It 


Financial Memo to Management. . 


= In view of the catalog’s importance as a buying implement, it deserves the 
best that money can buy in design and production talent. A poor printing job 
cannot do justice to well-organized contents any more than a flossily printed 


catalog can hide poor design. 
elements must be consistently high. 


For maximum effectiveness. the quality of all 


For this reason it is unwise to go shopping for bargains when budgeting for a 
new catalog based on the principles outlined in the foregoing series of articles. 
There is no substitute for the skill and experience of well-trained catalog design- 
ers and printing technicians. They approach a catalog assignment with the 
same sense of challenge that any competent specialist feels when faced with 
a problem he knows he can handle, and handle well. These abilities are not 


cheap. 


An inadequate budget will only beget an inadequate catalog. 


It is sound 


economy to provide an appropriate budget that will insure a good return on 


the investment. 


When the time for arranging the 
catalog is at hand, the actual con- 
tent of the catalog should be more 
or less frozen, both as to types of 
information to be inciuded and as 
to number of pages to be used. The 
X.Y.Z. catalog shown (Figure 2) is 
relatively simple, of course; more 
complex problems will require more 
complex Whatever the 
problem, however, it is important to 
realize that all the information 
gathering and analysis that have 
gone before have been aimed at this 
particular moment. If the work has 
been well done, the arrangement of 
sections and of data within sections 
will flow easily from the nature of 


solutions. 
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is not possible to reproduce com- 
plete catalogs in these pages, nor 
even to give adequate small-scale 
examples, because of space limita- 
tions. It is suggested, therefore, that 
the reader analyze a number of cat- 
alogs on his own. He will find, in 
the well-planned catalog, that good 
design is inevitably the handmaiden 
of good marketing technique, since 
it obviously helps to simplify prod- 
uct selection by presenting the 
needed information in a simple and 
logical sequence. 


Visual development of the catalog 
sections and covers, the final step 
in catalog design, is the step that 


shows, the step the user sees first. 
Content analysis, development of 
and sectional arrangement 
are the invisible prerequisites of a 
well-designed catalog. Visual de- 
velopment should grow naturally 
from these preliminary steps, and 
especially from the sectional ar- 
rangement. From here on, the 
graphic artist, the typographer, the 
layout man, the writer, the planning 
chief, all work together to give clear 
physical expression to the continu- 
ity of content and the relative im- 
They 
achieve _ this through 
their specifications for type, color, 
shapes, lines, spacing, illustrations, 
symbols. 


nuclei 


portance of its elements. 


expression 


Good taste, clear thinking and 
high technical competence must, of 
course, be applied to this work as 
well as to all other aspects of cata- 
log design; they are most important 
here. 
and if the designers and representa- 
tives of management regard the 
project above all as a method of en- 


If these abilities are present, 


couraging product selection by clar- 
ifying the flow of information, the 
result will be a thoroughly effective 
catalog. 

The visual development of indus- 
trial catalogs can be simplified by 
observing a few definitions and 
rules that have proved effective 
through many years of testing in 
Sweet’s research department. Most 
of these rules are concerned with 
unit and with the ele- 
ments that compose it. 


the visual 


How to Use Visual Units . . The 
concept of the two-page spread as a 
single unit needs further analysis, 
for it drastically alters ordinary no- 
tions about handling facing pages in 
a brochure or a book. The research 
department has established four un- 
derlying principles that will serve 
as useful guides in the organization 
and design of visual units: unifica- 
tion, visual flow, repetition, identifi- 
cation. 

Unification. Since visual 
unit is divided by a fold between 


every 


the two pages, and since a certain 
amount of space for binding must 
be left blank in the fold if the cata- 
log is a thick one, provision must be 
made to bridge the gap and provide 
unified and unimpeded visual flow. 
This is frequently achieved by 
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An “all paid” circulation can- 
hot possibly cover all important 
buying influences in the heating 
and ventilating Markets. 


- - . largely because there are 
always some who are either too 
busy to respond to subscription 
efforts, or inaccessible to sub- 
scription salesmen. 

That’s why 


HEATING AND 
VENTILATING 


has adopted the Pinpoint 
Circulation Technique —a 
flexible combination of both 
Paid and Controlled copies 


— whereby the impor- 
tant buying influ- 
ences are identified 
and pinpointed in 
the 106 large cen- 

ters of engineering and 
construction activity—then 
immediately covered by 
Controlled copies, if not 
already covered by Paid 
copies. This modern ap- 
proach to verified coverage 
assures all the advantages 
of top-quality circulation 
..carefully molded to fit 
the Markets...without 
waste...without costly 
omissions. 


How H&V's Pinpoint Circulation 
Technique works in your favor is 
explained in our new market anal- 
ysis, “Pinpointed Buying Power”. 
Our representative will gladly 
show it to you at your convenience. 


An Industrial Press Publication 
148 Lafayette St., New York 13, W. Y. 


Selling the 
Large Building 
Market 


(Advertisement) 


Can You Dry Clothes 
in Your Furnace? 


About the size of a juke box. a new 
gas furnace can heat your seven-room 
house, and will also dry 19 pounds of 
wet laundry in 30 minutes 


Or how about an automatic gas 
water heater that will also warm and 


dchumidify your basement 


Heating equipment manufacturers 
are just as much on the ball when it 
comes to new developments as_ the 
makers of more glamourous products 
They have to be. The market is a big 
one and the compctition is strong 


For « xample 


a two-speed, oil fired warm att 
furnace which operates at low speed 
for most of the winter, and uses full 
capacity only on very cold day: 


a low-cost fan which will 
overcome most of the poor chimney 
draft conditions in modern one-story 


houses. 


an clectric radiant heater for 
usc in bathrooms. Even the most ener 
getic bathroom gymnast can't acciden 
tally back ‘into this unit. It’s on the 
ceiling 


. . a packaged chimney housing 
that looks like brick, for those who 
felt that previous models did not 
blend well with the architecture of 


the hous¢ 


a warm air furnace which also 
supplies hot water. Products of com 
hustion (our editor's term for the hot 
ur that goes up the flue) pass over a 
finned heating surface to heat the 


water, 


We could go on, but let's make our 
point. The significant thing about all 
these items is that they represent just 
a small part of one month’s activity in 
the heating field they were all de 
scribed in a single recent issue of 
HEATING & PLUMBING EQUIPMENT 
News 


odd other items for heating, plumb 


along with a hundred 


ing, ventilating and air conditioning 


HEATING & PLUMBING EQUIPMENT 
News is the paper that is read by over 
35.000 contractors, dealers and whol 
salers who want to keep up on the new 
products that will mean more business 
for them 
list of advertisers, reaches one of the 


This paper, with a growing 


most alert, responsive audiences in th 


field, 


ADVERTISING 
GETS UNUSUALLY HIGH 
READERSHIP 
IN 


HEATING & PLUMBING 
vipmer N rus 


— as proved by the amazing 
number of responses: over 
125,000 in twelve months! 


That's one reason 
why HPEN’s 
advertising 


volume, consist- iY 4 


ently on the 


increase, reached WITS 
this all-time 

record in the 

September Issue. 


Jere 


"" 1953 Average 
71 Vein teowe 


An Industrial Press Publication 
148 Lafayette St., New York 13, N. ¥. 


“Salling the 
Small Building 
Market 











There’s only one ! 


Forests of trees, but only one that ever grew exactly 
like this. 


And there’s no engineering magazine exactly like 
Materials & Methods—the only magazine serving 
the hard-goods manufacturing industries which 


... reaches the men in all title-groups who 
specify engineering materials, parts and 
finishes and 


... permits M&M advertisers to cover 
their prospects in each title-group without 
paying for non-prospects. 


Engineer... designer... production man... metal- 
lurgist...or company official—if he selects ma- 
terials for product design and manufacture you can 
reach him best in Materials & Methods. 


Materials « Methods 
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carrying a shape or a series of rules 
across the gap; or it can effectively 
be brought about by bracketing the 
left-hand pointing the 
bracket to the right-hand page. Fig- 
ure 3 shows a handful of examples 


page and 


of unified visual units. 

Visual flow. The user’s eye usual- 
ly falls first upon the upper right- 
hand corner of a two-page spread. 
Therefore, that corner should al- 
ways be the starting point of the 
unit’s visual flow; here should be 
placed the identifying index data to 
show what the unit contains, to- 
gether with its number in the total 
sequence of units. The design should 
then guide the eye from this point 
of entrance through the content of 
the two pages. Often this eye move- 
ment will be laterally across the 
unit and then down and _ across 
again, until the point of exit is 


reached at the lower right-hand 


corner. More usually the actual 
reading unit may be a page or even 
a column in a page, but the design 
still will unify the two pages into an 
orderly whole 
Repetition. 
of information appears in several 


When the same type 


visual units, the over-all design pat- 
tern developed for the first unit 
should be 
When the type of 
changes, of course, there should also 


repeated in the rest. 
information 


be changes in design; but these 
must, nevertheless, be held carefully 
within the over-all pattern estab- 
lished for the catalog. Otherwise, 
chaos and confusion will rule. Such 
design changes can be best achieved 
through variation in color, differ- 
ences in signs and symbols, change 
of axis in shapes, and similar purely 


graphic means. 


Identification. No matter whether 
the catalog deals with one product 
or several, whether it describes one 
use or many, whether there is only 
one general pattern for the visual 
units or several, the major identify- 
ing details such as company name, 
trade-marks, and comparable basic 
elements should always be placed in 
the same area on each visual unit 
throughout the catalog. Sweet’s has 
found that the best place for these 
elements bottom 
right-hand corner of the visual unit, 
though this need not be considered 


usually is the 


an inflexible rule, of course. The 
elements should not be repeated on 
both left and right pages of a unit, 
however, since this adds unneces- 
sary repetition that is confusing. 
[Next month . . Part 4 (conclusion): How 


handle the inits of your indus 





Save the facts from being dull 


.. only ballyhoo can save 


Showmanship ballyhoo 


By Arthur R. Tofte Manag 


halmers Mia 


® WE, IN INDUSTRIAL advertising, 
have always looked down our long, 
patrician noses at the medicine man 
ballyhoo of the consumer advertis- 
ing men. 

No such huckstering for us. The- 
atrical sideshow stuff might be all 
right for selling soap or cigarets or 
pantie girdles. But in industry such 


attempts = at showmanship were 


merely considered show-off-man- 
ship! 

In industrial advertising, we have 
always believed that our products 
were sold without the need to re- 
sort to emotional appeals. After all, 
our products are usually bought by 


corporations and the men who get 
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performance 


involved in the purchasing are usu- 
ally engineers. And engineers, we 
have been told over and over again, 
are bloodless, stone-hearted crea- 
tures who pride themselves on be- 
ing something less than human 
when specifying and buying major 
industrial equipment. 

It has been told us that all they 
want from our advertising are cold- 
blooded facts. And they don’t want 
them interpreted, or dramatized, or 
forced on them in any way. 

I think we've been duped! 

I know a lot of engineers. I have 
yet to meet one who didn’t rate a 
normal temperature of 98.6 F. 
who didn’t have a hobby or two 


who didn’t have a vice or two 
who didn’t get excited at a 90-yard 
touchdown run who didn’t eat 
and sleep and dress and cuss and 
laugh in just about the same way 
everybody else does. 

So, how in heaven’s name can 
they suddenly become sub-human 
when they specify or buy a piece of 
equipment as part of their job? 

Of course engineers use emotions 
when they participate in buying. 
And the emotions are exactly the 
same whether they are buying a 
new suit for themselves or a new 
piece of switchgear for their com- 
pany’s power plant. 

So here we are with our buyers 


fir 
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Again. . . Western Union 


verifies Blue Book's circula- : you can be sure 
tion. . . the largest verifica- 
tion program of its kind. 


1,140 WU offices were used of BLUE BOOK’s readers eae 
to reach Blue Book's list of 

plants in 3,088 cities and m ie 

towns in the U. 5. Typical every copy directed to your logical prospects 
card completed by Western 

Union shown below. 


What does all this mean to you as an advertiser? IT MEANS 
MORE SALES. Now, more than ever, YOU CAN BE SURE 
of the readers of Machine and Tool Blue Book. With every 
copy directed to the right man... the man who influences 
or does the actual buying . . . every issue of the BLUE BOOK 
reaches a logical prospect for your product or service. A com- 


bination of the right editorial formula . . . directed to the right 








audience .. . and getting high readership . . . presents an un- 
beatable combination adding up to greater SALES for you. 
Include the BLUE BOOK in your 1954 sales program. 


NEW 24-page Data File based on NIAA Outline 


Just revised .. . market figures, government statistics and publication 
data. Valuable information to help you determine the sales poten- 
tials for your products in the metalworking industry Write for Copy! 


Machine andToot BLUE BOO 
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CONSIDER THE 
CONSENSUS 
OF BUILDING 


PRODUCT 
ADVERTISERS 











In 1953, over 500 building product advertisers (two-thirds of all 
advertisers using one or more of the three leading architectural 
magazines) are putting Architectural Record ahead of the field by more 
than 1,000 pages of advertising. 


However, advertising leadership is but one clue to media value. 
Equally important to buyers of advertising are the reasons for the 
Record’s leadership in advertising volume month after month, year 
after year: 


1. Editorial content designed 100% for architects and engineers: 
Architectural Record is the one magazine edited in its entirety for the 
architects and engineers who control 80% of today’s building dollars. 


2. Editorial anticipation of market activity: the Record’s editorial content 
is timed and balanced accurately by means of Dodge Reports of building 
planning activity to be of constant maximum value to architects and engineers 
in terms of the work on their boards . .. and to advertisers in terms of 

their market opportunities. 


3. Editorial breadth: The Record’s editorial service takes in the full range 
of building design—residential and non-residential, small and large- 
which constitutes the practice of architects and engineers. 


4. Reader preference: architects and engineers have voted Architectural 
Record their preferred magazine in fifty out of fifty-six readership studies 
(sponsored by building product manufacturers and agencies) for which 
results are available—and in all sixteen such studies since January 1952. 

5. Dodge-documented market coverage: Dodye Reports of building 
activity —available exclusively to Architectural Record 

document the Record’s coverage of the architects and engineers responsible 
for over 85% of all architect-designed building—residential and 
non-residential, small and large. 

6. Largest total architect and engineer circulation: Architectural Record 
serves the largest audience of architects and engineers ever assembled 

by a technical magazine. 

7. Lowest cost: you reach the largest architect and engineer audience in 
Architectural Record at the lowest cost per page per thousand. 


You will be right with the Record in 1954. 


F.W. DODGE 


fi Architectural 


‘workbook of the 
ecor active architect 
and engineer’’ 


119 West 40th St.. New York 18, N.Y. OXford 5-3000 


CORPORATION 





Ballyhoo can save us .. begins on; 


bulging to overflow with emotions, 
and what do we industrial adver- 
tising men do? 

We ignore the possibility that our 
prospects have emotions at all! We 
avoid emotional appeals like the 
plague! Yes .. someone has told us 
dogmatically and categorically that 
use of emotional appeals will only 
scare off our engineer-buyers, make 
them lose faith in us. 

Here’s where I want to toss out 
a bombshell . . 

I'd like to know what is wrong 


with circus ballyhoo? 


Engineers Are Like People . . 
There has never been a more suc- 
cessful technique for attracting 
crowds and separating them from 
dollars. Even in the face of skep- 
ticism and suspicion. 

And do you know why it works as 
well? 

Because people basically are curi- 
ous. They like to know. They like 
to be made to feel important. They 
like to be in the swim . . doing the 
same thing others are doing. They 
like excitement and adventure. 
They like to excel in what they do. 
They like to be recognized for hav- 
ing done the right thing, the wisest 
thing. 

All the circus spieler does is ap- 
peal to those likes. 

Are engineers different from peo- 
ple? Don’t they have those same 
likes? 

Aren't they curious? Where would 
our research laboratories be with- 
out the curiosity of engineers? 

Don't they like to know? Engi- 
neers are the knowingest people I 
know. 

Don't they like to feel important? 
Engineers are just as susceptible to 
flattery as anybody. 

Don't they like to be in the swim, 
doing what others are doing? This 
one appeal alone has a tremendous 
bearing on their purchase of equip- 
They like to boast that their 
plants are equipped with such-and- 


ment. 
such well known machinery. In 
fact this appeal, when you are well 
known, is why you can often sell 
your equipment at a premium price 
over some lesser known competitor. 


All right . . let’s admit that engi- 
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neers are human beings. Let’s also 
admit that industrial advertising in 
the past has been sorely lacking in 
emotional appeals. 

What do we do about it? 


You Don't Have to Bleat. . Let’s 
take that “showmanship!” 
Perhaps we have misunderstood its 
possibilities and underestimated its 
value to us. Showmanship, I would 
say, is a state of mind. There is 
nothing in the book that says it 
must be theatrical or blatant or in 
bad taste. In fact, the showmanship 
I have in mind can be just as dig- 


word 


nified as you want. 

As I see it, good showmanship 
rests on two fundamentals: (1) it 
must depend on interesting, impor- 
tant, truthful, sales impelling facts 
about the product and (2) those 
facts must be presented in terms of 
the prospect’s human and emotional 
interests and with a high degree of 
enthusiastic salesmanship. 

In other words the facts alone 
can often be too dull to get interest. 
On the other hand, promotion with- 
out facts can only be sound and 
fury. But together . . they make an 
unbeatable team. Like a_ well 
formed girl in a skimpy bathing 
suit. 

Through the years, most of us in 
industrial advertising have felt that 
we were held down too hard by 
conservative Even 
though we have pretended to feel 
disdain for the pyrotechnics of the 


managements. 


consumer advertising man, I believe 
we have just as often envied his 
chance to get excited over a mer- 
chandising scheme. 

I feel the time has come when we 
who are responsible for the effec- 
tiveness of our sales promotion ef- 
forts should stand up and prove the 
dollar value of increased salesman- 
ship. We shouldn't have to con- 
tinue to cajole and plead with con- 
servative managements to do what 
it is right for them to do, anyway. 

There is every justification for 
taking this step at this time. Eco- 
changing. 
Selling is going to get steadily 
tougher. We are going to have to 
make our advertising dollars work 
The time, 


nomic conditions are 


harder than ever before. 


if ever, is ripe for us to break away 
from conservative traditions that 
hold us back from using more show- 
manship in our efforts. 


It's Got to Be Good . . But don't 
get me wrong. It’s got to be good 
showmanship, not bad showman- 
ship! 

You don’t resent the _ ballyhoo 
spieler who gives you your money’s 
worth. It’s being cheated you re- 
sent. 

So our showmanship must _ be 
above reproach. It must not stop 
with merely attracting attention. It 
must prove a point. It must de- 
liver the goods. It must be com- 
pletely honest and utterly believ- 
able. 

Obviously we are going to have 
to develop our own brands of show- 
manship, our own techniques, our 
own ideas to fit our own conditions. 

Frankly, if we want to keep on 
calling ourselves advertising men, 
we've got to break the chains of 
prejudice that have been holding us 
down and develop a whole new 
pattern of sales promotion tech- 
niques. 

Whether it is in business paper 
advertising, industrial direct mail, 
exhibits, sales literature, publicity, 
or any other of the phases of our 
work, we've got to learn how to ap- 
ply the spark of showmanship to our 
efforts .. if we are to live up to our 
name as admen. s 
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Here's how to make 

your advertising 

to the steel industry 
"HIT HOME”... 
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When you put your sales messages to the steel industry in 
BLAST FURNACE AND STEEL PLANT, you're literally 
“hitting home”—every month, nearly half of our readers re- 
ceive and read BLAST FURNACE AND STEEL PLANT 
at home! 

You're reaching the steel men with the buying authority 
in their industry, too. BLAST FURNACE AND STEEL 
PLANT talks about subjects that fire their interest—new 
methods, current steel plant problems and their solutions. 
BLAST FURNACE AND STEEL PLANT gives these 
home-reading steel men information they don’t want to miss. 
That's why it gives you ABC audited coverage of 


MESTA MACHING COMPANY 


*% Over 90% ofall steel plant officials with buying authority; THE ENGINEERING AUTHORITY 
* Every steel plant in the United States, Canada and most OF THE STEEL INDUSTRY 


foreign countries. 





Published by Steel Publications, Inc., 4 Smithfield Street, Pittsburgh, Pa.» Phone Court 1-1214 
ee 1959 /u9 





Sales Tips 


“The salesman who not only is able to give 


“To be valuable to a buyer, a salesman 
a clear cut presentation of his own prod 


must have at his fingertips a complete 
picture of the market for his product, its 
varied uses and advantages, as well as pre 
cise knowledge of present and future de- 
livery. Beyond this he must be a good 
person to know, with a courteous, friendly 


ucts, but who is thoroughly posted on the 
status of pending orders placed with his 
company, is of tremendous help to me in 
my work. If he knows all the facts on such 
orders he builds confidence for his com 
pany as an efficient and desirable source 
of supply . says Willam H. Hunt, Pur- 
chasing Agent, Nicholson File Company, 
Providence, R. I. 


manner, and a sound ethical outlook. If the 
salesman fills this bill, purchasing from 
him is a pleasure,” says John Dorr, Man 
ager, Purchasing Department, Cities Ser 


vice Petroleum, Inc., New York, N.Y 


rom Industrial Purchasin g Agents 


“Salesmen can be extremely helpful if they 
keep informed on how their accounts are 
being handled by the office staff. This is 
particularly important when service might 
not be in accord with promise. The trend 
toward lower inventories also emphasizes 
the need of keeping the purc hasing agent 
advised on shipments. The salesman who 
renders such service 1s helping himself 
as well as the customer,” says Georg: 
R. Griesel, General Purchasing Agent, 


Robert Gair Co., Inc., New York, N. ¥ 


Does the Purchasing Agent know 
your company and its products? 


\s top sales executives know, selling to industry is far easier when the 
Purchasing Agent knows your company and your products. He knows his 
company’s needs — so — if you want to become an accepted supply source, 


you must win his confidence. 


To win the P. A.’s confidence, use his own magazine — PURCHASING 
the only national publication serving the interests and needs of P. A.’s 
throughout industry ... read regularly by the men responsible for 85 


of industry’s buying. 
Because Purcuasine delivers the greatest available coverage of industrial 
purchasing agents, it has become the basic magazine on leading industrial 


advertisers’ schedules, Is yours among them? 


PURCHIASING, 
205 Last 42nd Street, New York 17, N.Y. 
Offices in Chicago, Cleveland, Los Angeles. 


When you think of 
selling...think of 
PURCHASING 


@ of cn 


The basic magazine on any industrial advertising schedule! 
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copy chasers 


Lessons in copy research ... 


scorned in industrial ads? 


® MR. MARK WISEMAN, who's the 
dean (if anybody is) of this adver- 
tising business and knows so much 
more about it than you and we do 
that we'd be lucky if we knew half 
as much, has been touring the prov- 
inces in behalf of the magazine 
Modern Materials Handling giving 
the trade his interpretation of what 
has been learned from the Starch 
readership conducted for 
that publication. 
What Mr. Wiseman reveals is 

as he would be the first to admit . 
nothing new. You'll find it all in his 


studies 


books. He teaches it in his course. 
He has been trying for years to beat 
it into the heads of the fraternity. 
Trouble is, most of you out there 
pay him nowhere nearly enough 
attention, saying, in effect, “The 
heck with it; I know better”. 

In our own modest way, we keep 
preaching the same gospel, and the 
reason Mr. Crain keeps paying us 
to do so is that the simple truths 
escape you enough of the time to 
make repetition continually worth 
while. 

So here it is again. 

Mr. Wiseman’s analysis of the 
MMH Starch reports shows that the 
following factors are generally pres- 
ent in the ads having better-than- 
average observation and readership: 

simplicity of layout 

2. simplicity of picture 

. dramatic use of product 

situation easy to understand 

5. diagrams and/or charts 

headline that offers news and 
or benefit 
7. captions for pictures 

8. fairly long text 

And it shows, too, that the follow- 
ing factors are generally present in 


the ads having poorer-than-average 
observation and readership: 
. complexity of layout 
. complexity of picture 
product shown alone or in a 
static situation 
. setting or situation hard to un- 
derstand at first glance 
such as tint-blocks 
behind headline and __ text, 
reverse type, non-functional 
splashes of color, tipped pic- 


gadgets 


tures 
. self-serving, boastful headline 
that talks about the product or 
its maker instead of the user 
uninviting typography in head- 
line and/or text 
Now, for the fun of it, let’s ex- 
plore an area of publishing in which 
Starch reports are not available and 
look over some ads which . . by 
Mr. Wiseman’s criteria... should or 
should not be successful. 
The area we have chosen is trans- 
portation. 


Bus Transportation 


A big in-close view of a brake 
drum dominates an American Brake- 
blok ad. “Fleet Safety Starts Here” 
is the headline, and a series of ar- 
rows around the picture point in at 
the lining. That’s a good start, and 
the copy, too, makes a good start: 


Ss between your equipment! 


4’ to { brake 


But that’s about as far as the ad 
goes. A sketch of a line of buses 
serves only to clutter the layout 
which, in addition to headline, pic- 
ture, copy and logotype, also has to 
contain a road sign (“More Stops 


as inserted 





on a Penny’), the NAPA emblem, 
the company trademark and _ the 
signature. 

The second paragraph says abso- 
lutely nothing the reader doesn’t 
know. 


Important as driver training 


ventive maintenance programs 


> dining 


But even if the reader stays with 
the copy expecting to be told why, 


” a/ 9 


when he specifies this 44” to 38” of 
lining, he should specify American 


Brakeblok, he is disappointed: 


That's why leading heavy 


make American’ Brakebl 
hoice. They know it 
pendable through 
W slowly, 

' 


Keeps maintenance costs |] 


evenly 


Which is just about what any 
brake — lining 
What is there, we ask, 


to support the advertiser’s claim of 


sensible advertiser 


would say. 


“More Stops on a Penny”? 


The Samuel Moore & Co. ad il- 


lustrates a number of things we 


1OA 


Fleet Safety starts HERE! 
\ =< 


el ‘tee GAPETY RAKE \eRee 
AMERICAN GRAREDLOR OrvssiON 
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TOM SAWYER’S GHOST! Mark Twain’s 
hero is updated as roller painting, which 
caught on first in the kitchen, grows 
into bigger jobs. And what an opportu- 
nity for the roller makers—in the Chem- 
YANKEE HUSTLE is in season below the border as chemical-conscious Mexico ical Process Industries. For paint 
takes cues from migrating U.S. industrialists. Here’s a sample of CPI producers too! CPI consumption of pro- 
integration at the Permex Works in Posa Rica — liquid sulphur operation, tective coatings and maintenance paints 
sulphur recovery unit and gas treatment plant under “one roof.” Home hit 800 million gallons in '52 according 
and abroad, process expansion keeps booming. This year’s domestic capital to a nation-wide survey by CHEMICAL 
spending — $6.3 billion, plus another $600 million for equipment exports. Weex’s Market Research Department. 


yankee hustle, Tom Sawyers ghost, answer to aerosols, 


Sales keep climbing in the Chemical Process Indus- 


tries . . . for equipment makers, constructors and 
producers of materials . . . for transportation, power 
and all kinds of services. It’s an enterprising, idea- 
receptive field where more money is earmarked for 
capital spending than by any other division of indus- 
try. And in this market of opportunity, bold-visioned 
executives consult CHEMICAL WEEK to gain busi- 
ness acumen that pays off in profits. In the process 


industries . . . it’s management’s own magazine. 


ANSWER TO AEROSOLS: You'd never guess but this surrealist’s 
nightmare means a big step toward licking industry’s smog prob- 
lem. It’s Stanford Research Institute's new camera for photo- 
graphing contaminants in the atmosphere (free aerosols). Because 
CPI growth depends on better waste control, chemical executives 
are prime targets for makers of pollution equipment, both air and 
stream. Big market too —$18 billion in the next ten years. 





Crisp, appraising and impartial in content, CHEMI- 
cAL WEEK traces the intricate fact-pattern behind 
the news and probes the full range of problems con- 
fronting chemical businessmen. That’s why its 25,000 
subscribers include more executives and more new 
readers than any other publication in the field. With 
ad pages near doubled last year and still gaining 
rapidly, wise sellers endorse CHEMICAL Week for 
taking their products to the market place...to sell 


process management men and to keep them sold. 


ALERT MANAGEMENT of fast-stepping Spencer Chem- 
ical Co. is sparked by its founder, President Kenneth 
Spencer. Barely seven years old, the firm is diver- 
sifying rapidly and boasts one of the best growth 
records in the market—averaged 20% increase in 
sales, 40% in total assets annually for the past five 
years. Engineer-businessman Spencer rates C. W. 
highly, says ... “CHemicat WEEK is particularly well- 
fitted to the needs of chemical process executives.” 


alert management, and... Chemical Week 


in the chemical process industries . . . it’s management's own magazine 


A McGRAW-HILL PUBLICATION + ABC* ABP 
McGRAW-HILL BUILDING, NEW YORK 36, N. Y. 





copy chasers .. 


feel sure Mr. Wiseman would frown 
upon. 

The layout (see cut) is not simple. 
Illustrative and text areas clash 
neither is dominant. Two headlines 
compete for attention, one in reverse 
on the illustration, the other below 
it. The picture is needlessly com- 
plex: the drapery effect (intended, 
presumably, to say “luxurious”) 
actually cheapens the ad and steals 
from the product. The product 
a car seat is shown in cut-away, 
which is fine, but it doesn’t get the 
chance it deserves. 

A series of red numbers point to 
certain features of the seat which 
are referred to in a column below. 
These features are undoubtedly sig- 
nificant, but again they take 
a back seat (joke) to the effort to 
be arty. 

The top boastful: 
“Greatest Seat Value in the Indus- 
try.” The lower headline is self- 
serving: “Always Specify the New 
DeLuxe Rub-Bub Tru-Car Seat.” 

As for the copy: 
pretty good sell in the second para- 


headline is 


there’s some 


graph; but how many readers can 
be expected to survive this opening 
paragraph? 


ther Rub-Bub transportatior 


the mew 
Be Laxe Rab-Beb Tre-( ar Seat 


denagned to gore trouble free merrier 
deren the Hie of thee vet be 


RUB-BUB 
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Whoever created the Sealed Pow- 
er ad thought he was being awfully 
cute, and there’s nothing worse in 
advertising than cuteness. 

He strung the 
C-H-R-O-M-E in step 
across the top of the page and let 
each letter be the initial letter of 


letters 
fashion 


a phrase; thus: 


1eat resistar 

and so on. Nothing like making it 
hard for the reader. 

The layout man ran riot with this 

ad of Bendix-Westinghouse Auto- 

motive Air Brake . 


complex layout, product shown in 


. see cut. Faults: 


static situation (not even a driver 
in any of the buses), a_ horrible 
“gadget” in the torn-paper effect 
for the headline, a headline that has 
an element of news but hardly of 
an earth-shaking nature, and ty- 
pography that’s virtually impossible 
to read, being all one solid block of 
sans-serif type on a deep red back- 
ground. 

National Seating Company’s ad is 
as bad as you'll find in a month of 
The layout is indescriba- 
The skating lady is 
. but what about buses? 


looking 
ble . . see cut. 
charming . 


ADIRONDACK TRANSIT LINES, inc. 


j y, "2 LH PA 





And here’s the copy which is 


literally a parody of bad copy: 


(maybe there 


was some room left over), portraits 


For some reason 


of four gentlemen were inserted. 
For some other reason (maybe the 
room ran out) they are not identi- 
fied except as “Four Members of the 
National Team.” 

(Surer than hell, we’re going to 
get a letter from National Seating 
telling us that “this ad attracted 
more favorable comment than any 
ad we have ever run.” What do 
we write back, Mr. Wiseman?) 

We also get the shudders looking 
at the O. M. Edwards Co. ad. Faults: 
color used only for decoration (and 
abominably); bus going no-place; 
headline running across top and 
down side of page; copy running 
right across the illustration so you 
can’t read it. 

The Raybestos ad uses a worm- 


t 





30,000 Circulation in 
the Major Markets 


The Alabama Purchasor 
Birmingham 3, Alabama 


The Chicago Purchasor 
Chicago 2, Illinois 


Connecticut Purchasor 
Ansonia, Connecticut 


Detroit Purchasor 
Detroit 2, Michigan 


Heart of America Purchaser 
Kansas City 2, Missouri 


Midwest Purchasing Agent 
Cleveland 13, Ohio 


New England Purchaser 
Boston 10, Mass. 


Pacific Purchasor 
San Francisco 5, Calif. 


The Philadelphia Purchasor 
Philadelphia 2, Pa. 


Southwestern Purchaser 
Dallas |, Texas 


Southwestern Purchasing Agent 


Los Angeles 14, Calif. 


Seattle |, Washington 


Being Neighborly is Good Business ! 
Advertise to Industrial P.A.’s Locally . . . 


_ and that's in their own local purchasing publication! \t's the answer 


to your persistent sales problem, “How can we get closer to the buyer? 
National distribution requires /ocal representation. So does your ad 
vertising need the /ocal level approach, to get where the orders 
are issued. One, or more, of these top-notch purchasing publications 
effectively cover your markets, by reaching industrial buyers, exclusively 
Collective distribution: 30,000 in the major markets, a powerful national 
“package.”’ Each publication is “must” 
area P. A. Associations, and the on/y one editorially directed at the buyer's 
own Jocal level. Check this list for those which can serve you 


“inside 


reading for all members of its 


Write for new Brochure with rates and mechanical information 


Partial List of 
Nat'l Advertisers 
Using Sectional 
P.A, Books 


DuPont 


Columbia Steel & Shafting 


John Roebling's Sons 

Wickwire-Spencer 

Tabe Turns 

Osborn Mfg. 

Bridgeport Brass 

Chase Brass 

Scovill Mfg. 

National Screw & Mfg. 

McLouth Steel 

U. S. Steel 

Jos. T. Ryerson 

Babcock & Wilcox 

Blaw-Knox 

Reliance Elect. & Eng. 

Chicago Rawhide 

Hinde & Dauch 

Associated Spring 
Corp. 

Alan Wood Steel 

Ohio Gear 

Oakite 


THE ASSOCIATED PURCHASING PUBLICATIONS 


Washington Pur. Agt. & Mfgr. 1213 West 3rd Street, Room 639 ® Cleveland 13, Ohio © MAin 1-3499 
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copy chasers. 





ittered 


2 


eaten advertising device: the calen- 
dar pad. (“When all else fails, use 
the calendar pad bit.) The top 
sheet of the memo pad bezrs a mes- 
sage about brake blocks and so do 
five other sheets floating behind it. 
Headline is about “Save Six Ways 
with Raybestos Brake _ Blocks.” 
Cute note: the “date” is also 6. 

Clark Equipment’s heavy-stock 
insert is printed in all the colors 
and creates the same effect as you 
sometimes get in a_ retrospective 
showing of impressionistic art. Turn 
the page 

Well, the back of it is just as bad: 
two headlines: “The Clark Split- 
Pin Synchronizer” and “You Can 
Blame Us for Obsolescence”; illus- 
trative elements splashed all over 
the page; one narrow block of type, 
ragged at right, on a green block: 
another narrow block of type, rag- 
ved at left, on a brown block 

Take it away! 

United Engine and Machine Com- 
pany covers a spread with a lot of 
red ink and a flock of letters (from 
customers and _ probably pretty 
good letters) reproduced so small 
they can’t be read. 

The Berg Safe-Air ad is so clut- 
tered you get lost in it . . see cut . 
but it does have something you see 
too seldom in industrial advertising: 
the price of the product 
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Continental Mot 


Champion Spark reproduces a 
letter from a customer who likes 
Champion Spark Plugs and you 
can read it. That is, if you fight 
your way past a photo of the cus- 
tomer, a drawing of a mechanic, a 
photo of a plug and a picture of a 
truck (no driver in it), and don't 
mind reading text that’s tilted. 

A-C Spark Plug shows a picture 
of an “Early American Steam Fire 
Pump.” That’s the headline, too. 
Have readers the time for this sort 
of thing? 

Two facing advertisers report out- 
standing performance 

Left, for Monmouth Engine Bear- 
ings: “5300 Miles a Week for 50 
Weeks Shaft 


Standard.” 


Bearings Good 


Copy: 


Right, for Phillips Petroleum: 
“300,000 Miles Without Overhaul 
and Still Going Strong!” Copy: 


We like the Phillips ad better 
because the customer is identified. 
Indeed, both A (C. M. Andersen) 
and M (T. M. Mullins) have their 
pictures in the ad. 

Continental Motors Corporation is 
an impressive name for a company, 
but its ad . is so badly 
produced that it makes the company 
look cheesy. Taste in layout 
taste in typography . . taste in copy 
. . how important to give a company 
proper representation. Get the brag 


. see cut 


in this copy: 


Copy in the Cummins ad doesn’t 
say much more it’s mostly ad 
talk like “ranks as the leader,” “sets 
the pace,” “outperforms all others” 

but at least the layout and ty- 
pography are in good taste. See 
cut. 

The Budd 


without 


Company layout is 


modern being “modern- 


istic,’ and the copy taken from 
a letter written by a customer 


is wonderful: 





AUTOMOTIVE 
IND U ES 


A ° e ° ° 
CHILTON News of automotive and aviation manufacturing 


+ ; ott < . ’ . . 
“oO. porto ... America’s largest industrial market 
. from AUTOMOTIVE INDUSTRIES, Chestnut and 56th Sts., Philadelphia 39, Pa. 








A NEW IMPROVED Hydra-Matic transmission is expected when General Motors starts 
production at the new plant to be built at Livonia, Mich.. to replace the one which 
burned there August 12. The new unit has been under development and reported near 
the tooling stage at the time of the fire. Details are still very confidential but 
it is understood that it will be much smoother in operation. 


LOCKHEED CORPORATION is now revealed as one of three plane producers holding Air 
Force contracts setting up a preliminary: design for a nuclear-—powered aircraft. 
Both Boeing and Convair have undertaken similar projects for the Air Force. Their 
contracts were announced in the winter of 1951-52. In addition, General Electric 
and Pratt & Whitney are trying to develop nuclear-—fission engines suitable for 
aircraft. 


FOR OCTOBER, the net paid circulation of AUTOMOTIVE INDUSTRIES has grown to 
16,330...a new high in coverage of the $26.6 billion automotive and aviation manu- 
facturing field. It reaches and influences the design, production, engineering, 
administrative, and purchasing executives in over 3,500 automotive and aviation 
manufacturing companies from coast to coast. 


MOTOR WHEEL CORP. will build a new plant at Lansing, Mich., to make cartridge 
cases for 106 mm recoilless anti-tank rifles. Cost of the plant and equipment will 
be approximately $2 million. Motor Wheel recently was awarded a $3 million contract 
by Army Ordnance to supply the cartridge cases. 


GOODYEAR ENGINEERS have come up with some interesting data about the greatly 
increased use of rubber in passenger cars since 1920. The survey shows that the 
number of rubber parts used in the average car has increased from 150 to about 540. 
Total weight of all rubber used has increased to 100 lbs. from 33 lbs., excluding 
tires and tubes, which account for 138 lbs. 


THE AUTOMOTIVE and aviation manufacturing field is America's No. 1 metalworking 
market...the largest consumer of steel, aluminum, castings, stampings...and the 
biggest buyer of machine tools and other metalworking equipment. And...AUTOMOTIVE 
INDUSTRIES is the ONLY publication offering deep, penetrative coverage and reader- 
ship among the buying power of this vast market. 


THERE IS A VERY DEFINITE and determined drive on at Chrysler Division to carve out 
for itself a much larger share of the luxury car market than it has enjoyed 
hitherto. A separate production line has been set up for the Imperial models and 
eae ig effort is noticeably directed toward individualizing the Imperial as a 

uxury car. 


ARMY ORDNANCE OFFICERS are keeping the lid on most of the facts about an experi- 
mental type of lightweight vehicle known as the "Mechanical Mule". Officially 
described as the XM-274, the highly mobile carrier weighs only 740 lbs. It has a 
low silhouette, making it feasible for use immediately behind front line positions, 
and can move slowly enough to permit a soldier to crawl alongside, steering the 
vehicle without actually riding in it. 
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TOTALS 597. 308 >| 2, 191,652 
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The textile industry isa BIG ...and ACTIVE market 


TEXTILE INDUSTRIES 


806 Peachtree St., N.E., Atlanta 5, Ga. 
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coverage and thorough penetration 
power available today 


Dyeing, Bleaching, | SYNTHETIC FIBRE 
Finishing Plants and | MANUFACTURING TOTAL MILLS 
, ALL TYPES 


Departments PLANTS i 

: : | be tees J _ ei ee 7 be : . . . 

: i et Save this valuable tabulation. It is 

Number T. I. Coverage Number | T. I. Coverage | Number | T. I. Coverage | Number] T. I. Coverage 
o +-- - i of -_— as ——____—_— of |—— - 

Mills® | No.  % No. % | Mills | No. % | Mills | No. |] % 


an important guide for directing 





110 | 109 ee — 
i010 Fi your advertising and sales activity. 
135 96 ; 
418 ’ 
“193 





To properly evaluate the worth of textile 
mill coverage by any magazine, the number of 
plants reached is a figure of only partial signifi- 
cance. Machines in the mills represent the only 
accurate measurement of buying power. There- 
fore, a publication’s coverage of both mills 
AND machines is the true yardstick of its 
value to the advertiser. 





TEXTILE INDUSTRIES does not hesitate to 
publish these vital statistics regarding its pene- 
tration of the industry. It is unrivalled by any 
other publication serving the textile field. Ask 
us to show you how we cover the mills that 
are your customers and prospects. We will 
furnish you with a breakdown of our circula- 








tion in any named plants. 














2,498 [2,324 


*Coverage of the buying power is shown in the five major 
divisions of the textile industry. The column showing Total 
Mills gives the total number of individual mills in each state, 
which includes in addition to the mills in the five major divi- 
sions, the miscellaneous mills such as lace, braiding, wool 
scouring, garnetting, ete. Many mills perform two or more 
functions such as spinning and weaving and dyeing; or, knit 
ting and dyeing. Therefore, the Total Mill column is not 
a total of the previous six columns, but the number of in 
dividual mills in each state, including the miseellaneous mills 

1-Includes spinning, twisting and throwing spindles—all 

manufacturing systems and fibers 

2-Includes both broad and narrow looms. 

3-—Includes circular, full-fashioned and other type knit- 

ting machines 

4~Includes printing, coating, proofing, ete. 
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copy chasers .. sin 


*%We also like the headline atop 
a Schrader ad: “You Can Predict 
Flats on Paper!” That offers a bene- 


fit in very specific terms. Copy says: 


You can predict flats 
on paper! 


proper tire maintenance 
will prevent them 


sae em 
ee 


A ges toe 
ee 
0 been meow 


specific benefits 


eaks that you sh 


adside delays 


Which leads into a discussion of 
Schrader’s gauge. 

Other elements Mr. 
would approve of: simple layout; 
simple picture; use of product il- 
lustrated as dramatically as possible 

the mechanic is shown making 
the test; easy situation to under- 
stand; benefit-type headline. 

We hope we have Mr. Wiseman’s 
OK to send a Copy Chaser’s certifi- 
cate to David Nutt, copywriter, G. 
M. Basford Co., New York. 


Wiseman 


We suspect that pictures cut out 
into meaningful shapes don’t have 
the appeal that layout men hope for. 
A photo of a plane being loaded is 
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np. iZi 


silhouetted in the shape of mortar 
and pestle just because the customer 
Delta-C&S Airlines is talking about 
is Abbott Laboratories. 

Pacific Intermountain Express in- 
dulges in “an editorial,” entitled 
“The Right to Choose,” 


a lengthy discussion of “dictator- 


which, afte 


ships, communism and other forms 
of socialistic controls” gets around 
at last to the subject of trucking 
(at least we think it does: we didn't 
stay with it that long). 

You'd think that TWA, with an 
“More 
. would 


important story to tell 
Shipping Space to Europe” 


this truck scale 


doesnt shock easily! 


Fairbanks-Morse joesn't let you dowr 


give it better illustration that what 
looks to us like a second-rate wash 
drawing of crates being unloaded. 
Why not a photo of cargo being 
unloaded at some exotic spot in 
Europe? 

A handsome full-color illustration 
of a truck driver (in front of his 
White Truck) directing some chil- 
dren to school makes a_ promising 
start for the following copy which 
disappointing 


is just a mess of 


claims: 


Starting point for safety in y 
s this new kind of truck 
3000 

Its functional design wins the pr 

f drivers everywhere because 
standing visibility, driving and maneuver 
ability advantages. And White Mustang 


Power assures a power reserve for a 


The safety advantages of the 
re typical of its many exclusive te 
that truck operators find cost less 

re . year after year. Find out t 
what the extra advantages of White Sy 


lalizeda Design mean to your ousiness 


%Fairbanks-Morse takes care not 
to let the reader down. There's a 
phantom view of a truck scale fitted 
into a drawing of a truck approach- 
ing the scales. Headline is . this 
truck scale doesn’t shock easily!”, 
and here’s the copy: 


Well handled by Daniei Kelly, 
copywriter, The Buchen Co., Chi- 


cago. 


United Air Lines fits its layout 
into the shape of its trademark . 
a stunt which serves United some- 
what better than the reader 


Commercial Car Journal 


Let’s see if we can desertbe the 
ad Reo Motors ran on the cover of 
the August issue. Well, there’s this 
red and yellow truck whizzing down 
the road and into the foreground. 
Driver is smiling, waving. By the 
side of the road, bowing and ap- 
parently waving the truck on, is a 
toga’d Roman named Horatius. In 
the background is another truck 
significantly painted all blue, with 
its driver out back unhappily un- 
loading onto the side of the road. 
Get it? OK. Now, underneath it 
says: “Join the Reo Hall of Fame!” 
and under that are, from left to 
right: 

a ae poem: 

Bina) 


Continued 





USE 


CUTAWAYS 


to tell the 
inside story of your product 


Cutaways show engineering features, operation advantages 
and quality construction of many products...better than any 
other method of demonstration. They convince the customer, 
they sell the dealer and distributor and do wonders in sales 
training, too. 


Power driven cutaway of 
International Harvester 
Company UD-9A Diese! 
power unit. 


Operoting cutaway of 
DeSoto Firedome V-Eight 
engine on turntable, with 


Cutaway International 
Harvester refrigerator 
shows quality construc- 


dimmer lighting under = Hen features. 
red piestic “dome” base, 
plus sound. 


Cutaway water heater for 
Hotpoint, Inc. ted 
by neon tubes lighting in 
sequence to show opera- 
tion of calrod heaters and 
internal colored lighting 
Projected on transi 
plastic, indicating trans- 
formation from cold to 
hot water. 

















Stas 


We are specialists in making cutaways and animations. We also 
design and produce convention exhibits, museum exhibits, dealer 
displays, showrooms, sales meeting stages and props, and models. 


Write or call for information and prices. et | 





} 
} 


GENERAL EXHIBITS AND DISPLAYS, INC. | Orz| 


| 
| ¢ 
2100 NORTH RACINE AVE., CHICAGO 14, ILLINOIS e PHONE: EASTGATE 7-0100 | 
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THIS ISA 


SYSTEM 


Typically, the 
General Electric 

Heat Pump is designed 
as a single, unified 
“package”... an 
electromechanical 
system. Here are some 
of the materials and 
components that were 
engineered into it. 
They give you some 
idea of the scope of 
the market represented 
by just one of 
thousands of different 
electrically operated 
machines, appliances 
and equipment: 


Aluminum 

Asbestos 

Bearings 

Bellows 

Cable 

Conduit & Fittings 
Copper & Steel Tubing 
Cork 

Fans & Blowers 
Fasteners 

Filters & Cleaners 
Gaskets 

Glass Fiber 
Insulating Materials 
Lubricating Systems 
Metal Stampings 
Motors (% to 5 hp.) 


Motor Starters 
(Magnetic) 


Paints & Varnishes 
Phosphor Bronze 
Plastics (Laminated & 


Pulleys & Sheaves 
Relays 

Resistors 

Rubber 

Solenoids 

Springs 

Steel Sheet 


Switches (Pressure, 
Snap & Thermostatic) 


Thermostatic Bimetals 
V-Belts 
Wiring Harness 
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What’s happening in air conditioning 


: coal eu 
sce) - rye ¥ i 4 g ors is typical of the whole booming 


electrical products market! 





It’s extraordinary what this electrically-minded generation is de- 
manding ... and getting... from its engineers. The future’s exciting 
if you sell anything that goes into electrically operated machines, 
appliances or equipment. 

Take the new heat pump ...asort of self-reversing refrigerator that 
draws heat out of the outdoor air in winter to warm the indoors... and 
flips a set of controls to keep the whole house cool in summer. It’s in 
mass production now, at G-E... one of the new air conditioning devel- 
opments popping up everywhere, building a mammoth new industry. 

Or take the guided missile . . . the bullet with a brain in its head, 
that zooms after a zig-zagging target. It’s still top secret. But it’s the 
forerunner of a flood of electrical instruments and controls that will 
be built into more new products for more production lines. 

All these electrically operated products take a right smart lot of 
figuring. Each one’s a complete, integrated electromechanical system 
with the whole design hinging on new electrical (or electronic) 
technology. 

The faster the field moves, the more new knowledge it takes... 
and the field’s exploding with new ideas and new products. That’s 
why engineers read ELECTRICAL MANUFACTURING with such com- 
pelling interest today, no matter what else they may read. 

They’re under terrific pressure to keep up with what’s new 
in the entire electromechanical design system .. . and ELECTRICAL 
MANUFACTURING gathers the new data they need. It analyses and 
interprets new designs, diagrams new circuits, discovers new appli- 
cations for the components and materials developed in every active 
area of movement in the field. 

ELECTRICAL MANUFACTURING sells more because it’s read more. It 
covers the entire electrically operated products market. And it’s the 
prime medium to sell a booming field today, and build a strong posi- Electrical 


tion in a market that’s certain to keep booming for long years to come. Manufa 


The essential magazine for 
every engineer designing 


electrically operated products 


THE GAGE PUBLISHING COMPANY + Publishers to Industry Since 1892 + 1250 Sixth Avenue, New York 20, N. Y 
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copy chasers .. 





NOT A SINGLE TIRE 
LOST IN NINE MONTHS 
OF HEAVY LOGGING 


Lee Know-How Did It! 





a bust of Horatius 

a quotation from Horatius, in 
very small type, to the effect 
that “Reo’s More-Pay-load de- 
signs... permit you to haul a 
35-foot trailer within the 45- 
foot over-all length limit.” 


Why should it take so much ef- 
fort to present such a fact? 


*%Lee’s tire ad doesn’t have any 
illustration at all, except for a group 
of tires used as a signature. Other- 
wise, it’s all copy, and we bet any- 
body engaged in logging (and some 
others, too) will be sure to read 
“Not a Single Tire Lost in Nine 
Months for Heavy Logging.” 


And look at the “come on” in the 


subhead: 


A rough-and-tough 3ging operat 
always or { the worst tests of a 
And this one from the Lee Service Files 
was really murder! Tires were being 
ruined wholesale. The pile of discards 
was higher than the biggest loc f logs 


coming 

Copy lists Problems, Recommen- 
dations, Results. We wish we had 
room to reproduce it all, because 
it’s well organized, fast-moving, and 
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zreat Lakes Stee 


completely free from exaggerated 
“ad talk.” The copywriter let the 
tires prove his point. 

Written by w. Ss. KINNEY, copy- 
writer, Gray & Rogers, Philadelphia. 

We wish to inform United Motors 
Service how tired we are and how 
tired their other readers must be of 
big illustrations of a man with a 
pointer pointing at a chart which 
has a jagged line marked “Profit” 
going up. 

Nor do we think Mr 
would OK: 


Wiseman 


1. a big hand washing a truck 
Oronite Chemical 
a balloon headline issuing from 
an unseen voice off-stage 
Ford Truck 

. two men, on 
talking over a phone running 
through the gutter, saying, “Re- 
member, Joe we want cable 


that can take it”, and “Okay 


opposite pages, 


then from now on we use only 
Packard Packard 
Electric 
. a baby, saying, “My daddy’s a 
. Alumi- 


cable”. 


fleet operator, see?” 
num Industries 

. the headline: “A Name That 
Has Meaning in the Trucking 
Industry” . . Cemco 

the headline: “When It Comes 
to Hydraulic Jacks Your 
Best Buy Is Blackhawk!” 

the headline: “Most Talked- 


About Truck on the Road”. . 
Autocar 

. a lone horse pulling a chariot 
with several harnesses empty of 
horses . . Perfect Circle 

. a uniformed girl announcing the 
headline through a megaphone, 
with the copy printed on a cloth 
banner hung from a_ spear 
Kingham Trailers 

. a page with a huge red § run- 
ning all over pictures and text 
. . Grico Two Axle Drive Co. 

. a cartoon of a small boy trying 
to lift a huge truck with a tiny 
jack (“Don’t send a boy to do 
a man’s job”) Phillips Pe- 
troleum 

. the animal (a badger or some- 
thing) that DuPont put in an 
ad and failed to refer to in any 
way 


On the other hand, he would ap- 
prove, we’re sure, of: 


1. “Repairs Less than $30.00 for 
385,000 Miles Traveled” . . Great 
Dane Trailers 

. “Now — You Can Superpower 
Any Tired Truck — with a GMC 
Replacement Super-Engine” 

3. picture of a pencil pointing to a 
piston ring, with this copy: 


photograph carefully. It is 

ve American Hammered Krome 
mpression Ring pulled after 5000 
f extremely heavy duty use in a 
fleet operation. Note the smooth 
is wearing-in. High unit 

> and narrow land contact, coupled 
ng wearing qualities of chrome 


t maximum efficiency and durability 


photo taken from beside a truck 
driver through the windshield 
and headline: “Give Your Driv- 
ers the Safety and Comfort of 
Solex Heat-Absorbing Safety 
Glass” . . Pittsburgh Plate Glass 
“We Have Never Had a Blowout 
or Road Failure with Nylon Cord 
Tires” . . DuPont 

3. The beautifully simple layout and 
fine headline in the Union Oil 
Company ad .. see cut. 


Traffic World 


*Fine ad by Great Lakes Steel 
Corporation. Drawing of two gon- 
dolas, one filled with scrap, the 
The headline says: 
Continued on page 136 


other empty. 





WRIGHT AERONAUTICALS TOP 
ENGINEERS ALL READ SAE JOURNAL 


Left to right: E. V. Farrar, Assistant Chief Engineer; Frank J. Wiegand, Director of Development, Rotating Engines; 
W. G. Lundquist, Vice-President and Chief Engineer, Kenneth Campbell, Technical Director; M. H. Young, Director of 
Production Services; Donald M. Hazard, Director, Contracts and Schedules. 


The engineers who direct the design and development of Wright's aircraft engines 
look to the SAE Journal for new engineering ideas. 


One of the oldest plane engine builders in the country, Wright is producing piston 
and jet engines to propel some of the most powerful military and commercial aircraft 
in the world. 


Wright Aeronautical Division of Curtiss-Wright Corp. is one of the more than 5000 
aeronautic and automotive companies where top-level engineers read the SAE Journal. 


In automobile and truck companies, in plants which make airplanes, aircraft power- 
plants, diesel engines, road machinery, farm machinery, parts and accessories . . . 
everywhere that top-flight automotive engineers gather to make technical decisions, 
SAE Journal readers are likely to be a majority of those present. 


JOURNAL Published by The Society of Automotive Engineers 


29 West 39th St., New York 18, N. Y. 
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copy chasers .. 


Now Make Every Gondola Do 
the Work of Two. with Nailable 
Steel Flooring! 

There 


a caption which says 


Main text explains: 


ye ; 
I L lire ly I n r I 
rk N 
NI 
Na tee f I 
Ke Aik K 
he 1 +} ‘ 
¥ i II K€ Iwa 
} k 1 he } 
¢ ie neaan i 
r 1 end n 


Done by Campbell-Ewald Co., 
Detroit 

But Norfolk & Western Rail- 
way hangs a horseshoe on the barn- 
door the Katy Railroad hangs a 
hat on its ad and says: “Sure 
We're Talking Thru Our Hat!” 


This is railroading? 
Railway Freight Traffic 


Yes, we're afraid it is, because 
this publication closes our study of 
the subject with: 

Baltimore & Ohio 


. Toledo, Peoria 


a kid glove 
“3-D Shipping” 
& Western 
a hobo Quanah, Acme & Pacific 
a sock in the puss National 
Carloading 


What 


business must be if you just don’t 


jolly fun the advertising 
give a darn about learning what 


copy research can teli you! 
Mailbag 


A faithful reader makes a prac- 
tice of sending us doozies . . his 
term for exceptionally bad ads. His 
latest contribution we had already 
caught ourselves and had had our 
attention called to it by 
We're grateful, though, for his re- 
marks, from which we quote (the 
ad itself is shown nearby): 


others. 
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okt } 
iW 7n 
= 
\ 
I n I 
erh th 
he t} 1 r 
hot kis 
I hinkin 
(Note: if you can’t read the text 


in the reproduction, don’t worry; it 
can't be read in the original, either 
Advertiser: Norden. We hope the 
Norden bomb-sight is manufactured 
with greater intelligence than this 


ad was.) 


The Copy Chasers 


Our Slip Is Showing .. A well- 
deserved OK AS INSERTED was be- 
stowed by the CSpy Chasers upon 
agency men John Crawford and 
Richard Joerger for th2ir work on 
an outstanding ad for International 
Harvester (IM, Oct.) But they were 
listed with the wrong agency. Sorry 
Mr. Crawford is creative director 
and Mr. Joerger is a copywriter, Leo 
Burnett Co., Chicago 


A Matter of Viewpoint 


TO THE EDITOR Copy Chasers in 
the September issue of INDUSTRIAL 
MARKETING (page 122) wrote, 

the only way you can get maximum 
attention is to buy a cover or run 
an expensive insert.” 

We don’t feel that he proved his 
point. He examined the top four 
‘advertisements (Noted Cost Ratio) 
for four consecutive issues of one 


magazine. They were all one 


advertisements. 


page 
This is what he 


found: 


Special Position 


Front Cover ] 
Back Cover 3 
Inserts 6 
tun-of Book- 3 
Total 16 
On the surface, this seems to be 


excellent evidence. There is no ar- 
Only two 
issue can buy the 
They are a 


gument with “covers.” 
advertisers an 
back cover. 


Readership is generally 


front or 

good buy. 
high. There were a total of eight 
front and back covers, and seven 
of them were among the top adver- 
tisements. 

Copy Chasers listed six inserts as 
being top advertisements. However, 
four out of these six were single 
pages that were part of a multiple 
page insert (three or more pages) 
Invariably a single page of a three 
page advertisement has 
high readership. The reason is that 


or more 


the single page has nearly all of the 
benefits of the attraction power of 
the other following 
pages (run by the same advertiser) 
Such instances are special cases 
The usual situation is for an in- 
sert to consist of a single sheet 
front and back. Out of the 16 “top” 
advertisements, only two were c! 
this sort. There were three R.O.B 
othe: 


preceding or 


“top” advertisements. In 
words, it appears as though R.O.B 
has higher readership than inserts 
This is strengthened when the back 
side of the insert is considered. The 
back side of both inserts were lowe 
than the front. 

It’s all a matter of viewpoint! 
Covers do pay off. This is not news 
But .. inserts? Well, there’s a good 
case for RO.B. 

STAN M. SARGENT 

Director, Business Paper Pro- 

gram, Daniel Starch & Staff, 

Mamaroneck, N. Y. 


{The Copy Chasers, in their dis- 
cussion of this subject, referred to 
Machinery as one of the thic’: busi- 
ness publications. The Copy Chasers 
did not 
unique in this respect; it is one of 
a number of normally thick pub- 
lications. It was referred to because 
readership scores were availahle on 
ads in its recent issues ... Ed.] 


mean to single it out as 





THE PURCHASING DIRECTORY 
Industrial Buyers Reach for 


You can’t measure its value with a ruler 


. but will a directory of such 2. C-MPD’s ingenious, modern indexing sys 
a convenient size give them the in- tem is a real space saver. ‘THERE [S NO 
formation they seek? The answer is an em DUPLICATION OF LISTINGS.  A// the listings 
phatic... YrEs! and all the advertisements of a given prod 


The question is often asked, “How is it uct appear in just one place—under the 


possible for the CONOVER-MAst PURCHASING 
DrrECTORY to be equal in comprehensiveness 
toa much larger, thicker, heavier, poly-volume 
directory?” That question can be answered 
with FACTS—and here they are: 


product's primary name. 


This spells greater convenience for the indus 
trial buyer — greatereconomy fortheadvertiser. 

Take a look at the chart below. It proves 
that more industrial buyers (all with tested 


1. C-MPD is wholly an INpbUsTRIAL buying buying power) reach for the CONOVER-MASsT 
guide. Non-industrial listings are rigid/s PURCHASING DirEcTORY than for any other 


excluded! directory. 


WRITE, WITHOUT OBLIGATION, TODAY—LEARN WHAT IT CAN DO FOR YOU 


CONOVER-MAST PURCHASING DIRECTORY GIVES 
YOU 60% MORE MANUFACTURING CIRCULATION 


Total Circulation 


1, 25,132 CCA 
CMPD 29 39 217 7596 
PURCHASING DIRECTORY rs: 
THOMAS’ te 7.083 | 21,000 ABC 
737 NORTH MICHIGAN AVENUE, CHICAGO 11, ILL. REGISTER 13,917 _ 7,083 | Dec 1952 
MANUFACTURING CIRCULATION 3 ALL OTHER Ba 


CONSULT YOUR ADVERTISING AGENCY 














Jarecki tries advertising 


to build backlog of customers 


By W. D. Molitor 


® HERE IS an industrial advertise: 
that is selling all that it can produce 
to its present customers but has 


launched a_ national advertising 
campaign in business publications 

The company is carrying on the 
campaign to provide a backlog of 
customers, just as it supplies the 
plant with a backlog of orders. 

The company is Jarecki Machine 
& Tool Co., Grand Rapids, Mich., 
and the campaign is running in 
Business Week, Dun’s Review & 
Modern Industry, Fortune, Modern 
Industrial Press and Steel. 

Jarecki no longer makes machine 
tools, but has become a giant in the 
die and stamping business. The 
company makes dies that form the 
cab of a Chevrolet truck from one 
piece of metal, and stamp out fend- 
ers, bumpers, quarter-panels and 
tops fer almost all the motor cai 
manufacturers. It makes refrigera- 
tor door dies and stampings, but the 
company's customers could almost 
be counted on your fingers and toes 
Single orders run to a half million 
or a million dollars. 

Some time ago, C. F. Jarecki, 
president of the company founded 
by his father, began to consider the 
hazards involved in doing so much 
business with so few customers. He 
realized that if one of them should 
go out of business or stop buying 
for any reason, he would be left 
with a large segment of production 
time to fill. He wanted future pros- 
pective customers who, when ap- 
proached by the Jarecki company, 
would not be meeting a stranger. 
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He turned to advertising, and se- 
lected Jaqua Advertising of Grand 
They decided 


on a campaign to strengthen pres- 


Rapids as the agency 


tige among the men who are cur- 
rently placing orders for dies and 
stampings, and among the younger 
men who some day will make pur- 
chases. Strict orders went to the 
agency to create advertising that did 
not brag, or say that Jarecki was 
perfect. 
“Heck, we 
Jarecki says 


make mistakes,” Mr. 
“Our customers know 
we do, and everybody else who un- 
derstands the business suspects that 
we do, if we are human. Don’t even 
say we are better than anyone else. 






a company is known 
by the machinery 


it keeps 






JARECKI 





After all, some of our best custom- 
ers are our biggest competitors.” 
The ad shown here, first in the 
series, was written and illustrated to 
try to tell the most about Jarecki in 
the fewest possible words, leaving 
most of the story to be supplied by 
the readers’ own knowledge. Fo1 
example: the kind of men to whom 
this ad is directed are familiar with 
die and stamping operations, either 
from their past experience, or be- 
They 
will recognize the machines pictured 
and the ad without any difficulty, 
and more than that they will recog- 


cause of their present work. 


nize them to be among the largest in 
the country w 


b 


\ 





@ 


AN 





iy 


JAMES _ 
CAVANAUGH 


“Whoo-o-o, Harvey, you don’t live here .. . you work here!” 









Announcing Bie 
GO 


effective January 2, 1954 


COMPLETE STARCH REPORTS WILL BE 
AVAILABLE ON EVERY ISSUE OF BUSINESS WEEK 


In an effort to provide advertisers and agencies with more 
factual information with which to evaluate the readership of 
their advertising, the number of Business Week “Starched” 


issues in 1954 will be increased from 26 to 52. 


AN EXCLUSIVE BUSINESS WEEK SERVICE 


Business Week alone among the general-business magazines 
provides advertisers and agencies the opportunity to study 


complete Starch reports in order to measure the readership 





of their own and other advertisements in its pages. This con- 
tinuing program was instituted nearly five years ago by Busi- 
ness Week as a contribution to the better understanding of 
advertising appeals, as well as layout and copy techniques. 
The expanded program for 1954 assures you of our continuing 
determination to help further this understanding by every 


available means. 


BUSINESS WEEK 


A McGraw-Hill Publication 
330 West 42nd Street 
New York 36, N. Y. 


YOU ADVERTISE IN BUSINESS WEEK WHEN YOU WANT TO INFLUENCE MANAGEMENT MEN 
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sales promotion 





comment on catalogs 


exhibits / motion pictures 




























New Time Saver. . A pricing clerk needs to refer nly t ne place on page t 
ms w re 17 1S 


price tor any size screw in née 


t by otana 


re 


Distributors save 25% of time 
with improved pricing list 


® A HIGH-SPEED price list that saves 
25°; of pricing time has been devel- 
oped for its distributors by Standard 
Pressed Steel Co., Jenkintown, Pa., 
manufacturer of socket screw prod- 
ucts 

The improved price list is the re- 
sult of requests from SPS distribu- 
tors, and just to be sure that what 
it had developed filled the need, the 
company sent photostats of pages 
before they were printed to distrib- 
utors in seven widely scattered 
states. 

Approval was immediate, and 
SPS’s 350 major distributors and 
some 2.000 smaller ones are being 
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provided with the new list. 

The time-saving feature of the 
price list lies in the fact that each 
diameter and all the information 
about it is confined to its own box 
on a page, so that the pricing clerk 
can find what he wants at a single 
glance. 

Nor is it necessary to turn pages, 
since the price and size of each 
product is complete on a‘single page 
or a spread. The type is big and 
black and there’s lots of white space. 

The arrangement of the price list 
in separate boxes on the page elim- 
inates the need of running a finger 
across a chart and another finger 


“a 


ideas 


booklets / direct mail 


slide films f sales helps 


down the side of the chart to locate 
a given price. This factor, combined 
with the fact there’s no reference 
from one page to another, makes the 
book last and stay legible longer. 

However, the price list is designed 
to be expendable, and hence no cat- 
alog information is included. The 
present plan is to bring out a cata- 
log without prices as a companion 
book to the price list. 

The price list is 24-pages, 84x11”, 
and there are four of them for prices 
on packaged goods and bulk sales 
for both distributors and customers 
They cover the company’s complete 
Unbrako line of socket head cap 
screws, hollow set screws, dowel 
pins and pressure plugs. 

SPS also plans to bring out sim- 
ilar box system net pricing lists for 
its Flexloc line of locknuts and its 
Hallowell line of work benches and 
other shop equipment. 


‘Advance men‘ whip up interest 
in Penn’s traveling show 


From past experience Penn Con- 
trols, Inc., Goshen, Ind., knows its 
traveling road show is popular with 
dealers and trade organizations in 
thé heating, refrigeration and elec- 
trical fields. 

A recurrent problem, however, is 
io remind all interested people that 
the show is coming. 

Penn Controls is solving the 
problem this year in typical show- 
business fashion with “circus ad- 
vance men.” 

Decked out in derby, cane and 
checkered vest, the Penn advance 
men move into the field a week 
before the show moves into each 
city on the tour schedule. 

They call on wholesale sponsors, 
dealers, manufacturers and _ trade 
organizations, whipping up interest 
in the approaching show. If there’s 

Continued on page 142 


































Ten-strike for a salesman 


McNulty from Product Design. Up front. Ray 
W oodling, v. p.’s assistant. One alley over is Miriam 


You don’t have to know a strike from a spare to 
recognize this scene as a perfect spot for a salesman 
of business or industrial products. It’s the Lesonger 
Corp. bowling league, and it’s loaded with people 
who buy such products, or who use them and 
sound off with their preferences. 

There’s shop foreman Joe Dudley (leading with 
his chin in the center alley). Ready next is Mac 


Loomis, the plant super’s alter ego. 

Selling people like them means selling the Lesonger 
Corp. all right. But what salesman ever gets that 
opportunity? It’s really a job for The Saturday 
Evening Post—the magazine they read and believe 


in. It gets to all the people who mean business. 


ALEC AODADEADSAS 


—gets to ALL the people who mean business 
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Materats Handling Equepment 
Studied to Cut Industry Costs 
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play at a wholesaler or distributor's 







establishment, the Penn “barker” 
sets up an eye-catching counte: 
card inviting everyone interested 





to go to the show. 

The card also lists dates the show 
is playing in nearby cities, so in- 
terested persons who may miss it 
when it “plays” their community, 
can “catch” the 
a later date. 

The Penn show itself presents a 
practical down-to-earth visual 
demonstration on automatic control 
installation and operation. The cur- 
rent fall schedule runs from Octo- 








demonstration at 
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STAY OUT 
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Life saving vital byproduct 
of American Metal Products ': 
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Message on Tape . . American Meta! F: 


jeles, uses this novel gummed packaging ta 
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Double Purpose . . This mailer, with a headline, “Print This Cried the Editor! r 
the front cover, went to 300 dealer-salesmen of Baker-Raulang Cx levelar to me 
handise its publicity on new Gas-O-Matic lift truck. With minor plate change of head and 
irb at upper left, mailer was sent inexpensively $000 pr ¢ 1 istomers 
no public notice of the show on dis- ber 1 through November 20, with 


showings in Mississippi, Louisiana, 
Alabama, Georgia, Tennessee, Ken- 
tucky, Ohio and Indiana. 


introduces new distributors 


Better Packages, Inc., Shelton, 
Conn., uses a 4x5%” gatefold to in- 
troduce regional distributors. 
Folded, the of the mail 
piece says “Announcing. .” and the 
inside of the page carries a 
small picture of the new distributor 
with a short statement about him 


written in the first 


outside 


first 


person. 
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At the bottom of the page, the 
words “Here he is,” and his name 
lead into the outside of what is the 
third page when the gatefold is 
opened, with the words your 
new Counterboy Distributo: 

The reader naturally flips back 
the folded over third page and finds 
a spread with a larger picture of 
the distributor and more complete 
information about him. 


SPS anniversary book gives 


Standard Pressed Steel Co., Jen- 
kintown, Pa., broke away from con- 
vention in its 50th anniversary book 
by giving the past a fast brushoff. 
Entitled “50 Years .. A Start for 
the Future,” the 24-page, 9’x12” 
book contains no pictures of the first 
plant, no early officers complete 
with sideburns and worried 


no holding aloft of the spirit of the 


looks, 


past. 

Instead, the book through text 
and some 60 pictures shows the 
company in operation, describes 
company policies and tells about 
employe programs and _ product 


progress. 
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What's the score for ‘Fifty-Four ? 


MORE DOCUMENTED FACTS FROM PLUMBING AND HEATING BUSINESS 
GIVES YOUR TEAM THE HELP IT NEEDS TO MAKE THE GOAL! 


Every coach knows that for his team’s success he needs a 
working knowledge of the opposition . . . just as every member 
of the sales team (sales manager, president and agency executive} 
knows that for a successful campaign he needs a factual knowledge 
of the vast Plumbing, Heating and Air Conditioning Market. 

PHB, with the only documented market facts in the in- 
dustry, offers this latest study, “What's The Score For Fifty-Four?” 
... an up to date comparison of the 3 industry full service books 
and their impact on this rapidly growing market. Write for your 
copy today! 

MAKE THE GOAL... WITH PHB ON YOUR TEAM! 
The Largest Circulation of the Full Service Books! 


23,218 Top Contactors, plus 100°, of the full service whole- 
salers. 


Highest Quality Circulation in the Industry! 
11,588 NAPC members, plus 11,630 nonmembers rated at 
$2000 or over by Dun & Bradstreet . . . the 30% that do 
the majority of the retail business. 


"Extra" Marketing Services To Give Your Campaign ‘Extra’ 
Yardage! 


Direct mail service with the only selective lists . . . 25 unusual 
ways to merchandise your space . . . Market data available 
nowhere else ... NAPC assistance in your sales problems . . . 
Authentic inquiry service. 

These Other Helpful Booklets are Available on Request: 

Men Who Mold The Plumbing & Heating Industry 
Saturation Survey of Chemung County, N.Y. 
25 Ways To Merchandise Your Plumbing & Heating Space 
Direct Mail 


PLUMBING AND HEATING BUSINESS 


Room 5941 Grand Terminal Central Building New York 17, N. Y. 


November 1953 /143 





how to Squeeze new ne 


prorits trom dynamic 
GP achievemen 


New customers manufactured here every day in the Chemical Process Industries. 
Want a quick example? Synthetics . .. and look what they did to your 
sales opportunities with new plants, new processes, and new uses for 


your product. How about petrochemicals? Antibiotics? And now look... 
i } ] 


Yes, look what they’re doing with coal! Nature processes it for a 
million years—a chemical engineer transforms it in five minutes to 
a gold mine of raw materials. New, cheaper processes for rubber, 
plastics, medicines, even rocket fuels —a new economic route to 


gasoline .. . two hundred chemicals from a lump of coal! 


That’s Union Carbide’s award-winning achievement for chemical engineering .. . 
technical progress that can pay off in new net profits for you. Already 

they've poured $20 million into this one process. Right now, they're 

planning a new half-billion dollar plant. Others will follow... 

old plants scrapped, new ones built, more equipment and materials 
needed... rich new markets born that didn’t even exist yesterday. 


New customers manufactured every day here in this $54 billion producing, 
$39 billion-a-year spending market ... but not while ; 
you wait. As fast as things happen, you've got to move. . 

telling and selling key chemical engineers responsible 

for this industrial pace-making. Telling and selling via 

the market’s production pipeline — CHEMICAL ENGINEERING, the 

business paper bought, read and preferred by 38,000 
engineering-minded men, more purchasing-powered plant 

operators than any other CPI publication. Don’t wait- 

find out all CHemMicaL ENGINEERING can do for you today. 











CHEMICAL ENGINEERING’S 12th 
Achievement Award — Opening New 
Frontiers For Chemicals From Coal 


CHEMICAL PROCESS IND 





odd, those soles Reps te 


COAL CHEMICALS: See how your product can 
fit in coal hydrogenation processes . . ..a complete 
pictorial flowsheet. Plus a special CE article on 
Union Carbide’s award-winning achievement... 
history and development — equipment design—raw 
materials significance —production schedules ...a 
comprehensive report on the chemical engineer’s 
role in coal hydrogenation. 


CHEMICAL ENGINEERING’S 1953-54 DATA 
DIGEST —a condensed, 4-page report on the pro- 
duction workbook of the CPI... with latest data 
to give you a close-up of the Chemical Process 
Market — breakdown of plants — production trends 
—spending plans—what the market buys. A market 
and media summary ina handy, file-folder package. 


IN OUR INDUSTRY WE LIVE IN THE 
SHADOW OF OBSOLESCENCE: Here’s the full 
story on CE’s new publishing service ...an Annual 
Inventory Issue, brand-new in 1954, Completely 
different in format, pre-tested in audience appeal. 
A radical, reader-wanted development in business 
paper publishing ... of prime significance to every 
seller in the Chemical Process Industries. 


TO GET YOUR COPIES .. . call your CHEMICAL 
ENGINEERING iepresentatives —or drop a note to 
CE’s Research Dept. Give them the facts about 
your product ...ask them for specifics on appli- 
cations, technical data and size of the market. It’s 
their job to solve CPI sales problems. Make the 
most of it to size-up your own opportunities! 


more engineering-minded production men read it... 


more advertisers invest more pages in it... 


A McGraw-Hill Publication, 330 West 42nd Street, New York 36, N. Y. 
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Here's a case where product 


gets rep past receptionist 


Sale smen 


for Abbeon Supply Co., 
Jamaica, N. Y., use the company’s 
product to get past the receptionist 
and in to see the chief inspectors or 
proprietors of the companies they 
call or 

The product is a 
with a flashlight in the 


seven-power 
magnific 
illuminates the 
Called a 


Flash-O-Lens, the product is used 


handle so that it 


area that is magnified. 


7 et Cd, 
a 


Raise the Roof . . That's what 


Wis., does with this ‘open hous« 


taway of plant interior 
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past receptionist 


Giddings & 


invitation 


* Say? .. Actual size of card 


Jemor 


for close inspections. 

Here’s the trick. The Abbeon 
representative hands the reception- 
ist a calling card printed so small 
the type is barely discernible. Then 
he hands in a Flash-O-Lens magni- 
fier which, placed on the 
brings the type up to an easy read- 
ing size 

At his request that both card and 
magnifier be taken to the chief in- 
spector of the company, the repre- 
sentative usually gets results . . and 
a chance to demonstrate the prod- 


uct. 


Lewis 1 Machine Fond du Lac 


Roof of 8!/2x11” mail piece opens t 


card, 


show 





5. MENTAL TELEPATHY 
for Executives Who Think 


REQUIRING taurner canceneronen and » cers 
oo rene of commun aioe lumied eum 
a 








Gray Mfg. Co. finds humor 
can be successful in selling 
The Gray Mfg. Co., 
Conn., is one company 
believe that the purchase 


Hartford, 
which 
doesn't 
of office equipment is necessarily 
a serious matter decided by seri- 
ous-minded people, or that humor 
will backfire. 

In fact, the company has bucked 
the belief with publication of an il- 
lustrated and humorous booklet en- 
titled, “How to Communicate With 
People.” 

Perry Cabot, director of adver- 
tising, says his mail showing the new 
approach “has set prospects on fire, 
their imaginations stimulated by 
the original treatment of a pretty 
prosaic subject.” 

The booklet, which plugs the 
compeny’s Audograph dictating 
machine, is sub-titled “What To Do 
Until Your Audograph Comes,” and 
describes seven awkward methods 
of business communication 

Examples of “what to do until” 
include Stone Age Stenography. 
Tom-Tom Telegraphy, the Paper 
Aeroplane and others . . all humor- 
ously illustrated and with humor- 
ous text. 

A page titled, “Fear not, Gentle 
Reader, the Day is Saved,” 
duces four pages of straight, lively 
copy telling the merits of the com- 


intro- 


pany’s product. 
Reactions to the promotion piece 
have been “terrific,” according to 


Mr. Cabot. & 





Cian you measure 
the importance of your catalog 


in getting orders? 


HERE'S A CHART THAT MEASURES 1383 ACTUAL CASES 


471 


decisions to buy or 
not to buy were based 
on printed product 
information alone 


The relationship 

of printed 

product information 
toa supplier’s 
chances of ae 
getting the order. 


912 


cases involved 
salesmen 


in a total of 

of the 1383 makes 
considered, printed 
product information 
controlled a 
supplier's chances 


decisions of getting the order. 


RB) 6 to call inva 
salesman were made after 
comparison of printed 
product information 





The NIAA’s “Survey of Industrial Buying Practices” re- 
vealed that 1,383 makes were considered in the purchase of 
512 products. Thus 1,383 separate decisions were made (to 
buy a make or not). As charted above, 471 of the decisions 
were based on printed product information alone. In 360 of 


Here is the NIAA 

Survey Conrmittee’s conclusion: 

“The survey proves the importance of constantly 
selling the buyer your company and your products. 
It also points up the need for having organized prod- 
uct information in the buyer’s hands, so that when 
need arises the buyer knows where to get the prod- 
uct that will solve his problem. 

.. you will continuously remind prospects 
through advertising that when they need a good 
(compressor ), they should look at your product. You 
will also see to it that they have available well or- 
ganized product information. That combination will 
make it more likely your firm will be called in and 
given a chance to land the order.” 


Division of F. W. Dodge Corporation 
Designers producers and distributors 
of pastel, cturers’ catalogs for the 
industrial and construction markets. 


Dept. 71, 119 West 40th St., N.Y. 18, N.Y, 


Atlanta * Boston * Buffalo * Chicago * Cincinnati * Cleveland 
Dallas * Detroit + Los Angeles * Philadelphia + Pittsburgh 
St. Louis * San Francisco 





the 912 cases involving salesmen, the deishihiax: to seat in a spe- 
cific supplier's salesman was made after comparison of printe 
product information. So, in one way or the other, printed prod 
uct information affected 831 or 60.1% of these decisions . 
and so controlled the supplier's chances of getting an order 


Sweet’s can help you improve 
your chances of getting the order 
It is the sole business of Sweet’s to help manufactur- 
ers improve their over-all marketing efficiency 
through improved catalog procedure. The Sweet's 
district manager near you will be gl: id to show you 
how 1,480 manufacturers use Sweet’s services in this 
connection. 

Or check the coupon for one or all of the booklets 
which deal with the catalog procedure that amplifies 
the power of industrial advertising and selling 


“The easier you make it for people to buy your 
products, the easier they are to sell!” 


{) Free booklet, ‘The Need for Printed Product Informat 
Industrial Buying,’’ summarizes one phase of the NIAA Study 


{-] Free ooklet, “‘How to Improve Marketing Efficiency 
Improved Catalog Procedure.’ 


() Free booklet, ‘‘Some New Data on the Cost of Producing Order 
in Industrial Markets, ’ (study by the Sales Executives C 
New York 


(] Please have your district manager show me how industrial 
marketers get more orders through improved catalog procedure 
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Thomas F. C. Quinn 


The Ad Bug Bit Him Early 


Tom Quinn took off his cap and gown at 
Rensselaer Polytechnic Institute 23 years ago, 
rolled up his sleeves and went to work selling 
classified advertising for a newspaper. He’s 
been in advertising ever since. In September, 
Tom was appointed director of marketing for 
Industrial Publishing Co., Cleveland, after nine 
years as account executive and vice-president 
with VanSant, Dugdale & Co., Baltimore agen- 
cy. A past president (1950-51) of the Maryland 
Industrial Marketers, Tom is currently a na- 
tional director of NIAA. 


Griff Williams 


Magazine Minstrel 


Griff Williams, top band leader for 19 years 
before he became midwest space representative 
for Electric Light & Power last February, still 
meets prospects who danced to his music dur- 
ing the band’s ten years at Chicago’s Palmer 
House. Why the change? He’s getting ac- 
quainted with Mrs. Williams and their three 
daughters all over again. “Dance tours used 
to keep me on the go for months at a time, but 
business trips keep me away only a few days,” 
Griff says. “I’m home more . . and that’s sweet 


music to me.” 
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William Buxman 


He May Write a Book 


Back in 1908 William Buxman first went to 
work for the then Hill Publishing Co. as pro- 
duction manager and advertising copywriter of 
Power. Now, 45 years later, “Bux” Buxman, 
advertising sales manager of McGraw-Hill’s 
Textile World, has announced his decision to 
retire. A realist, he says, “My 45 years on the 
payroll have been spent doing the things I had 
to do to stay on it.” After retirement, Mr. 
Buxman may write a book on his theories of 
selling. It’s a safe bet if he does, he’ll find lots 


of readers 


Paul E. Clissold 


He got a gold watch 

When his associates presented Paul Clissold 
with a gold watch last August, they not only 
honored his 25 years with Clissold Publishing 
Co., Chicago, but also paid tribute to his broad 
knowledge of the publishing business. Until 
1943, when he became president, Mr. Clissold 
had served in virtually every capacity on the 
company’s four publications. A director of the 
American Institute of Baking, Mr. Clissold is 
also an immediate past board chairman of As- 
sociated Business Publications. 











unite your music for 


Zu arket 


IN THE PETROLEUM PROCESSING INDUSTRIES 


Solos are grand in a concert, but to have the petroleum processing 
industries singing the praises of your product, you need 
an arrangement for quartet! 
There’s one arrangement for your advertising which 
reaches all four important areas of this great industrial group. 
It’s called Petroleum Processing; it goes directly, effectively, forcefully to all four groups: 
1. Petroleum refining. 
2. Petrochemical manufacturing. 
3. Natural gasoline recovery. 
4. Lube oil blending and compounding. 
Investment in petrochemical plants grew from $2 billion 
in 1951 to $214 in 1952, anticipates $3 billion 
in 1953! And there’s similar growth in all groups .. . 
reflected in the reporting, guiding and pacing 
of this growth in Petroleum Processing. 





ts m 
TROLEL 
Rot ESSING 


Ask for your free copy of ‘‘What are the petroleum 
processing industries?”’ Tie-in your advertising 
in Petroleum Processing to take your message to 
the entire quartet of the petroleum 
processing industries. 





PETROLEUM ‘ t | B 9S SING 
ea a 4 
% a 


Publication office: 
A McGraw-Hill Publication 1213 West Third Street 
Cleveland 13, Ohio 
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Photo at Dyche hes Homie of he 


Northwestern University Wildeats. ; | 


310 feet of proof of readership 
runs the length of the field — 
and then some .. . at Dyche Stadium, 


Evanston, Illinois 


6,617 KNOWN READER ACTIONS 


from five issues of 


FOOD PROCESSING 


AMAZING? ... Yes itis ... yet such reader 
action is the logical result of Editorial Lead- 
ership plus truly effective circulation cover- 
age.* 

It is amazing only in comparison with 
“proofs of readership” usually offered adver- 
tising buyers. 

No other food magazine, giving overall 
food industry coverage, has ever submitted 
such overwhelming, indisputable facts of 
reader interest . . . of reader action! 

This is a new kind of “readership study” 
.. . which surpasses all others in the food 
field in— 

a. Quantity of Sample 
b. Soundness of Technique 
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This is an audit of known facts of reader per- 
formance ... the direct result of readership! 


How is This Audit Made? 

Each 814” x 11” sheet shows the titles, firms 
and addresses of 20 readers who took known 
action. No name left out ... no “picking for 
quality”... just known facts of reading. 


Why not “Make us prove it’? 

“Seeing is believing”. .. we’d welcome an opportu. 
nity to show this proof to you in person...so you car 
check every name on this 310 feet of proof (if you've 
got the time!) ... so you can decide for yourself 
Just write us, “come on over, bring the proof”. . . 
and we'll be there. 

*97.02°, of Food Processing’s circulation is “Verified” by 
CCA Audit, as meeting the highest standards ever set by 
an audit bureau. 
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PUTMAN 


maeemmewem PUTMAN PUBLISHING COMPANY 111 cos: vetaware Place, chicago 11, it 


NB P) Fecal Publishers of : Food Processing * Food Marketing * Chemical Processing 


New York * Cleveland * Detroit * Rochester, N. Y. * St. Louis * Los Angeles * San Francisco * Portland 
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editorially 


Lazy Selling Is Out for ‘54 

s We recently sat in on a convention of retail 
merchants, and heard the report of a survey in 
which shoppers had been sent out to buy a sub- 
stantial amount of merchandise and had_ been 
unable to spend all the money entrusted to them 
Salespeople weren't interested, and in many cases 
the buyers could get no one to wait on them 
Yet retailers generally are talking about the pos- 
sibility of a recession and what they have to do 
about it! 

Lazy selling is just as prevalent in the industrial 
field, where big backlogs and easy business havc 
been the rule for so long that many salesmen have 
forgot how to work for orders. Advertising. too 
has been somewhat too perfunctory to carry its 
full load. Good merchandising plans, skillfully 
supervised and activated all the way down to th 
last scep in closing the business, must be the an- 
wel 

The great advantage of a good merchandising 
idea is that it ties together all of the sales, distri- 
bution, promotion and advertising operations of 
the company. Everybody is in on the act, because 
the cooperation of everybody is required to make 
the plan work. The same story is told in the 
advertising and by the company salesmen and 
distributors. The impact of the idea is multiplied 
because it is backed with the kind of enthusiasm 
a good merchandising concept can always create 

Most companies are planning for business vol- 
ume next year very close to that of 1953. To 
achieve this goal, and to justify the sales and ad- 
vertising expense budgeted for next year, man- 
agement must make sure that its merchandising 
tools are sharp, and that everyone concerned with 
selling knows how to use them. Even a fair idea 
well executed is better than a brilliant program 
which is not carried out with enthusiasm 


Census Data Must Be Used 

Maybe one of the reasons Congress did not 
appropriate the money needed for the Census of 
Business and the Census of Manufactures fo: 
1953 is because business did not convince our na- 
tional legislative representatives that the use 
made of census data is sufficiently widespread to 
justify the appropriations asked for. 

We have seen private correspondence between 
industrial advertising and sales promotion man- 
agers which concedes that the Census of Manu- 
factures, basic as the information it contains is to 
the understanding of industrial markets, has not 
been utilized in much more than a casual way. 
Yet if the National Industrial Advertisers Asso- 
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speaking 


ciation and other advertising and marketing or- 
ganizations which are fighting for the restoration 
of this service cannot persuade their members to 
put census data to real and continuing use, it will 
be difficult to persuade Congress to provide the 
millions which complete studies of this kind re- 
quire tor execution. 

Frankly, we cannot see how intelligent plannin; 
in the industrial field can be carried on without 
having available the basic information provided 
in the Census of Manufactures. Many industrial 
advertisers have had this information in other 
forms than the original reports, but the latte: 
should always be available for reference and to 
amplify summaries which may prove to b “ 
sufficiently explicit 

In the meantime, while the Bureau of the Cen- 
us is making spot checks and endeavori! 
indicate industrial trends, those interested 
more complete service should continue their ef- 
forts to stimulate use of Census data. There is no 


point in collecting statistics which are not uses 


The 15% Agency Commission 

IM has given space in recent months to dis- 
cussions of the 15°; commission paid to adveriis- 
ing agencies by industrial and other busines: 
publications Some people have criticized the 
system. Advertisers are interested, because ob- 
viously they pay the cost of agency service in this 
way, even though the money is collected from th: 
media 

The commission system was adopted by busi- 
ness publications only because the great majority 
of industrial accounts wanted agency service and 
placed their business with agencies. In the early 
days of this magazine, few industrial media paid 
commissions. As more and more advertisers 
turned to agency service, publishers adopted thx 
plan of agency compensation which had_ been 
found workable and _ satisfactory in all othe 
classifications of advertising 

The main thing to remember in connection with 
agency service or any other intangible bought by 
advertisers is that the cost of the service must 
determine the compensation. That is why many 
industrial accounts are handled by agencies on a 
fee basis, with commissions deducted from fees. 
The latter must be earned to maintain satisfactory 
client relations, and if they are earned, the com- 
mission becomes incidental. Consequently it is 
not a primary issue. The real problem is for ad- 
vertisers to know exactly what they want, and 
for agencies to know what it costs to render the 
services their clients require 
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THREE |) “ro see... 


eae _..that the $3,000,000,000 research 
it market provides a tremendous poten- 
4 3 4 


tial for the many manufacturers of 
research, analytical and plant control 
D O L L A ig a" instruments, laboratory equipment and 

i | apparatus, reagent and research chem- 


icals, component parts for instruments. 


RESEARCH 


(nd it’s just as easy to see that the 
really important men in these labora- 
tories are the research and analytical 
chemists who read ANALYTICAL 
CHEMISTRY ...the men who do the 








CHICAGO 


specifying and buying for the bulk of 
equipment and materials used in the 
research laboratories. Your products 
command attention in ANALYTICAL 
CHEMISTRY, for its advertising pages 
are “showcases” for manufacturers 
who sell to the research market. To sell 
the laboratories, sell the men who buy 


... the men who read — 


ANALYTICAL 
CHEMISTRY 


sells the 3 billion dollar 


research market 





An AMERICAN CHEMICAL SOCIETY Publication 

Advertising Management: REINHOLD PUBLISHING CORPORATION 

330 West 42nd Street, New York 36, N. Y. 

CLEVELAND e SAN FRANCISCO ¢ LOS ANGELES ¢ SEATTLE ¢ DENVER ¢ DALLAS 
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employe communications 


public relations 


Planners . . 
National ash 


Willis Peck, Rever 


by Robert Newcomb 
and Marg Sammons 


Jeanne 


M . 


Training courses, campaigns 


to help employe magazines 


® puRING the next several months, 
students in at least two schools of 
journalism are going to be exposed 
scientifically to industry. Guided by 
hand-picked veterans of the indus- 
trial editing craft, they will explore 
a new form of journalism . . the 
journalism of industry. In short, 
they will learn how employe pub- 
lications ought to be edited. 

These lessons have been long in 
coming. Schools of journalism long 
ago should have taken a firm grip on 
a new market. Industry long ago 
should have recognized that a little 
special schooling, for the individual 
entrusted with the delicacies of em- 
ploye communication, might not be 
a dangerous thing. 

This important adjustment to the 
curriculum adds another stripe to 
the sleeve of the American Asso- 


184 / industrial Marketing 


ciation of Industrial Editors, oldest 
of the national bodies of editing 
groups. Actually it is only another 
sample of the sort of wide-awake 
and progressive activity that has 
been going on in this writing society 
since it was founded back in 1937. 
About a year ago the group was 
ending its nationwide “get-out-the- 
vote” campaign, and as soon as that 
one was triumphantly tucked away, 
the association’s pilots got another 
one started. 

The school of journalism training 
courses are being launched at both 
Syracuse University and the Uni- 
versity of Maryland. Here coopera- 
tive school officials, recognizing that 
a journalism school is a good poten- 
tial proving ground for industrial 
editors, have invited the American 
Association to furnish five editors 


Industry's relations with 
Employes/Stookholders 
Distributors/Suppliers 


Neighbors 





each as guest lecturers. These edi- 
tors, with solid years of editing ex- 
perience behind them, will under- 
take to train neophytes in industrial 
The pattern for 
level- 


editing processes. 
the lectures has been fully 
oped by association officials, in col- 
laboration with the 
chiefs, so that alumni of the journal- 
ism courses will understand not only 


journalism 


methods but also professional ob- 
jectives. They will have a foretaste 
of industrial and public relations, 
and the majority of them should 
emerge with at least the theory of 
successful communication by em- 
ploye magazines. 

The AAIE’s major assist in the 
get-out-the-vote drive last year 
suggested to its leaders that it was 
no time to relax civic activity. Some 
200 editors, reaching out to employe 
readers and their families in organ- 
izations all over the U. S., could bring 
some influence to bear on keeping 
people civic minded. That's how the 
“Live Your Citizenship” campaign 
was born. It is expected that the 
contest will spur industrial editors 
to promote greater local level ac- 
tivity in public schools, the churches, 
groups and_ professional 
bodies, in service clubs and chari- 


in civic 


table organizations. Awards to win- 
ners will be made at the AAIE’s 
1954 national convention in Roa- 
noke, Va. 

Industrial editors, like any pro- 
fessional group. can grow too close 
to the subject for comfort. Recog- 
nizing this, the AAIE membership 
recently arranged for a new type of 
appraisal service . . also with Syra- 
cuse’s school of journalism, in co- 
operation with Dr. Wesley Clarke, 
the dean. With instructions to call 
the shots as they see them, the 
Syracuse vivisectionists have been 


Continued on page 156 
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B- will report to the agricultural chemical industry 


ona oe 





Croplife 


will reach 


e fertilizer manufacturers, ingredient 
suppliers 


e pesticide formulators, ingredient 
suppliers 


e retail dealers 


e wholesale distributors of fertilizers 
and farm chemicals 


e farm advisor groups 











New York, 114 E. 40th St. 
Murray Hill 3-3768 


Minneapolis, 118 So. 6th St. 
Main 0575 


roplif e 


... for richer, fields 


published by The Miller Publishing Co. Victor 1350 


eins! oo 


every 


Only 168 hours will elapse before each new issue of Croplife—the new 
weekly newspaper serving the agricultural chemical industry —is dis- 
patched to iousende of readers who represent the purchasing, selling 
and consulting force of this 2 billion dollar market. 

Ina period when business complexions change overnight, Croplife’s 
stop-press analysis of this shifting industrial scene will often be the 
first indication of a major trend, an important government move, a 
new opportunity in the market. Men in the industry who say ‘‘Buy 
It!’’ depend on fast-breaking coverage—use it to make fast-breaking 
decisions. A crack staff of 21 newsmen, working in Washington, New 
York, Chicago, Kansas City, Minneapolis and Toronto and supple- 
mented by 100 correspondents, will gather, sift and report this news 
with accuracy bred of an 80-year publishing tradition in the business 
journal field. 

DEALER TALK: Croplife will penetrate the vast network of retail dealers 
with merchandising know-how to help retailers sell. In how-to-do-it 
articles, new selling and display techniques and tips on better store 
operation, Croplife will talk in language the dealer can understand. 
Money-in-the-pocket talk . . . the dealer’s pocket . . . and your pocket. 


First issue: Jan. 25, 1954. Last forms close 14 days preceding. 


HOW MUCH of your market will be covered by CROPLIFE? 
Call or write for a full analysis of your potential in CROPLIFE. 


Chicago, 2272 Board of Trade Bldg. 
Harrison 7-6782 


Kansas City, 614 Board of Trade Bldg. 
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employe communications . . 
begins on p. 154 

invited to submit appraisals of mem- 
bers’ works. These services (which 
are provided to AAIE members at 
somewhat less than the school’s 
standard fee because of the large 
number of critiques involved) seem 
certain to improve the quality of 
Whether they 
improve it or approve it as is, the 
effort of the AAIE group to better 
the product is a healthy hallmark 


editors’ publications 


of a live association. 

For some years the association's 
directors have appreciated the need 
for getting the communications story 
across to individual managements, 
and to management as a unit. They 
accordingly set up an_ informal 
speakers’ bureau, and have made 
available competent editors from the 
membership who have gone forth at 
the bid of management groups to 
tell the story as the editor sees it. 
These addresses are not delivered 
before the bush leagues that simply 
starve for a speaker, but before 
large and influential bodies well 
weighted with brass. One AAIE 
John A. Jones of 


Steel has addressed 


spokesman 
Weirton 
management groups all over the 
country; another Elmer Applegit 
of Socony-Vacuum is in heavy 
demand as a lecturer on communi- 
cations. To the management peo- 
ple new to and curious about com- 
munication with employes, these 
men bring the heavy artillery. 

The AAIE is basically an individ- 
Its fore- 


fathers felt that the best service job 


ual membership group. 


was the individually tailored job. 
That is still the basic policy. But 
affiliate groups have been brought 
in, and today several hundred edi- 
affiliate 
through their own local or sectional 
Membership in AAIE 
entitles the editor to a variety of 


tors hold memberships 


associations. 


helpful services; its monthly period- 
ical, “The Editor’s Notebook,” is a 
sound set of directives for the in- 
dustrial editor, whether he’s been in 
the field a day or a decade. The 
service-by-mail is rounded out by 
special bulletins, reports and other 
technical data that help the com- 
One of 


the more useful, fee-free services of 


municator do a better job. 
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the group is its placement service; 
by using it, the management seek- 
ing an editor runs a _ better-than- 
average chance of finding the person 
with the qualifications it wants, at 
somewhere near the salary it wants 
to pay. 

Twenty years ago, even 15 years 


ago, editorial groups spent much of 


their time discussing how to pare 
the cost of halftones, or how to pro- 
duce a “house organ” for less. The 
big questions of employe communi- 
cation .. the problems the communi- 
cator must grapple with today 

were not allowed to intrude them- 


selves. The AAIE has had much to 
do with changing all that. oe 





Communications man of the month.. 


Opens blast furnace and says so... 


with TV, radio, newspapers 


M. J. Zivian . . 

® WHEN DETROIT STEEL CORP. Was 
about ready to open its new blast 
furnace at New Boston, O., recently, 
the signal was sounded for a pro- 
gram of community communication. 
It was to last roughly 48 hours, but 
every minute of it had to be busy, 
and productive of long-range neigh- 
borliness. For the organization was 
to be a neighbor of the people in 
the area, and it was determined to 
be a good neighbor. It was deter- 
mined to get away to a flying start, 
and it did. 

Behind the decision was Detroit's 
youthful, civic-minded president, M. 
J. Zivian. He and his associates 
shared the feeling that the opening 
of the new blast furnace wasn't of 
itself a world-shaking event, but to 


the people whose world was in and 


around New Boston, it was an 
event of tremendous 


The ceremonies that marked the 


importance. 


opening of the furnace accordingly 
were directed at two groups 
members of the community and 
employes of the company .. and 
every medium of communication 
available was used to tell the De- 
troit Steel story in neighborly terms. 
Mr. Zivian turned to television and 
radio and newspapers to reach the 
community, and he used the bulletin 
boards in the plants to advise his 
employes in advance of the affair 
just what was taking place, and 
why. 

Mr. Zivian talked to his fellow- 
townspeople at New Boston, and 
his daughter, Louise, dedicated and 
named the furnace. A highly re- 
garded neighbor, Capt. Hill of the 
Salvation Army, was called upon 
for the invocation. Then, to under- 
score the fact that this was indeed 
effort, 
grow with the cooperation of peo- 
ple, representative _ blast 
workers, leaders of the union and 


a community designed to 


furnace 


officials of the company told . . each 
in his own way what the new 
project meant to the people. It was 
a smooth, efficient, neighborly oper- 
ation. It was Mr. Zivian who in- 
sisted that it be so. 

If people in the area speak well 
of Detroit Steel .. and it is more 
than likely that they will . . it will 
be because the company, right from 
the start, has given them reason to 


do SO. e 
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Both types are important to you because both have to be sold on your prod- 
uct. In every important buying decision in this business of building, many 
bosses have their say before the final “OK” is given. You can’t afford to over- 
look any of the many types and kinds of bosses that can affect your sale. 


Bosses of all sizes, shapes, titles and jobs read Engineering News-Record 
every week because they need a reliable flow of information on all the forces 
and factors thet make construction tick. The only place they can get all this 


information — and get it quickly, concisely, lucidly, and all in one package — 
is Engineering News-Record. 


These bosses are the guys who say “yes” or “no” to everything that goes into 


a construction project. You can reach more of them through Engineering 
News-Record than any other way. 


in construction, it takes many bosses to make one purchase 


_ NEWS-RECORD 


A McGRAW-HILL PUBLICATION, 330 WEST 42nd STREET, NEW YORK 36, N.Y, * ABC * ABP 


_ ENGINEERING 
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A special issue containing 


A 15 N.T.S.C. Monographs 


The National Television Systems Committee has authorized 
IRE to publish its long awaited Monographs in the January 
1954 special Color Television issue of ‘Proceedings of the 
I-R-E” — thus giving them industry-wide distribution for 
the first time in print. 


A 25 additional Color TV articles - 


will also appear in this issue, which brings the reader up- 
to-the-minute on the developments of Color Television. Cop- 
ies of the first Color Television issue are still available and 
combined with this second Color Television issue will form 
a complete bibliography of major historical importance. 
Also included in the January issue will be a complete listing 
of the N.T.S.C. system specifications as submitted to the 
F.C.C.; and field test reports on the system’s performance. 


A in “Proceedings of the I-R-E” January ‘54 
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Advertising in this vitally important issue identifies the TV 
and electronic manufacturer with the engineering progress 
this issue reports! 


— 36,820 is the average total number of subscriptions. to 


“Proceedings of the 1 R E”’ as reported in the ABC statement 
of June 30, 1958. “To SELL the Radio Industry, TELL 


the Radio Engineers!” 


“Proceedings of the I*R°E” 


Published by 


THE INSTITUTE OF RADIO ENGINEERS 


Please place orders before December 8th. 





NIAA 


Chapter activities 
of the National Industrial 
Advertisers Association 





A 


Push audited circulation 


NIAA asks single audit of paid 
and free; 4A‘s urges audits; 
ABP deplores lack of them 


® NEW yorRK .. A boost has been 
given to the cause of audited cir- 
culation for business publications by 
statements issued jointly by the Na- 
tional Industrial Advertisers Asso- 
ciation and the American Associa- 
tion of Advertising Agencies. 

The statements, titled “Sugges- 
tions for the Advancement of Busi- 
ness Paper Advertising,” urged au- 
dits as follows: 


“Audits of circulation are the cor- 
nerstone of advertising confidence 
and are an advantage to the pub- 
lishers as well as to agencies and 
advertisers. An increasing number 
of business paper publishers recog- 
nize this and have become members 
of auditing organizations.” 

Before issuing its statement, the 
4A’s asked for comment from Asso- 
ciated Business Publications. Wil- 
liam K. Beard, president of ABP, 
replied in part: 

“We are elated to have the 4A’s 
come out so vigorously for audited 
circulation. We earnestly deplore 


Past Presidents . . The St. Louis Industrial Marketing Club's past presidents at re- 
union jubilee dinner (1. to r.): C. C. Tapscott, McQuay Norris Co.; Anthony Neher, Cen- 
tury Electric Co; Oakleigh R. French, Oakleigh R. French & Associates; C. W. Bolan, 
Charles A. Bolan Advertising; R. S. Bayer, Oakleigh R. French & Associates; L. C. 
Dobrunz, Wagner Electric; Roland Sturhahn, St. Louis Laboratories; Oliver Life, Oliver 
Life Advertising Agency: John Gilbert, Gilbert Hardware Co., and George Sears, McGraw- 


Hil. 


news 


National headquarters * 1776 Broadway, New York 19, N. Y. 
William C. Sproull, president 
Blaine G. Wiley, executive secretary 


the fact that a large percentage of 
business papers still fail to offer an 
independent audit of their circula- 
tion, and yet can survive on the in- 
difference (or gullibility) of adver- 
tisers.” 

He offered an analysis of 1,829 
business publications in October, 
1952, showing that publications au- 
dited by the Audit Bureau of Cir- 
culation and the Controlled Circula- 
tion Audit are still a minority. This, 
he said, was the “shocking picture”: 
ABC audited, 20%; CCA, 16.4%; 
sworn paid, 39.5%; sworn free, 
13.9%; no statement, 10.2%. 

The NIAA and 4A’s statements 
were almost identical, except for 
several points. NIAA recommended 
a single audit for paid and free pub- 
lications, whereas the 4A’s merely 
asked publishers to “continue their 
constructive efforts to develop 
methods of verifying the entire cir- 
culation, both paid and unpaid por- 
tions.” 

NIAA said: 

“Some publishers choose to cir- 
culate their publications partially on 
a controlled-free and partially on a 
paid basis. The ABC furnishes no 
geographical or occupational break- 
down of the free circulation of 
member publications, and CCA to 
date has offered only one set of fig- 
ures on geographical and occupa- 
tional distribution, with no distinc- 
tion between controlled and paid 
circulation.” 

NIAA cited its resolution adopted 
in 1949, urging a single audit and 
consolidation of ABC and CCA. Ob- 
serving that changes in circulation 
auditing practices since then have 
outdated the original resolution, 
NIAA said that “nonetheless the 
basic principle of the single audit is 
reaffirmed by the [NIAA] media 


Continued on page 160 
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practices committee.” 

The NIAA statement omitted the 
1A’s conclusion that research in 
reader acceptance “should be con- 
ducted by impartial, objective meth- 
ods, and the results validated in 
such a way that they can be ac- 
cepted without discount by agencies 
and advertisers.” 


Both statements recommended: 

1. Standardization of occupational 
breakdowns for publications serving 
the same market. “We 
that a breakdown of circulation by 
job function would be preferable to 


recognize 


a uniform occupational analysis but 
to date no satisfactory audit of job 
function has been developed. How- 
ever, a uniform occupational break- 
down would enable buyers to make 
a more direct comparison of the 
market coverage of publications 
serving the same field.” 

2. Standardization of industry 
breakdowns. “We urge all business 
papers to report circulation by in- 
dustry according to the U. S. Stand- 
ard Industrial Classifications. These 
are described in two volumes, 
‘Manufacturing’ and ‘Non-Manu- 
facturing, which may be secured 
from the Superintendent of Docu- 
ments, Government Printing Office, 
Washington, D. C. 

“Further, we strongly recommend 
that all serving the 
same market agree on the specific 
Standard Classifications 
to be used; and arrange with the 
ABC and CCA to report circulation 
by industry in accordance with the 
Standard Industrial Classifications.” 

3. Standard page size. Publishers 
were urged to use the 7x10” size. 
Publishers varying from this size 
were asked to keep the same pro- 
portion “because substantial econ- 
omies in reductions or blow-ups can 
then be achieved by the advertiser.” 


publications 


Industrial 


The statements also included rec- 
ommendations on presentation of 
media information, operations, pay- 
ment terms and agency recognition. 
They are based on drafts originally 
drawn up by Harold A. Wilt, J. 
Walter Thompson Co., New York. 
Mr. Wilt is chairman of the NIAA 


media practices committee and a 
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member of the 4A’s committee 


business publications 


Milwaukee chapter plans 
‘how-to’ program for year 


® MILWAUKEE .. A full “how-to” 
program for the coming year has 
for the Milwaukee 
Association, 


Smith Corp., 


announced 


been planned 
Industrial Advertisers 
Jack Duvall, A. O. 
program chairman, has 
Topics for discussion include: 
“How to Get the Utmost from Your 
Agency, or Is the Ulcer Here to 
Stay?” (October), “How to Get the 
Utmost Your NIAA-MIMA 
Membership, or Looking Backward, 
31 Years from Now” (November), 
“How to Get the Utmost from Your 
Printing Dollar, or Why Give the 
Printer’s Devil?” (January). 


from 


Sproull appointed to U. S. 
Chamber advertising committee 


® NEW yorkK . . William C. Sproull, 
president of the Mational Industrial 
Advertisers Association, and direc- 
tor of advertising, Burroughs Corp., 
Detroit, has been named a member 
of the 
U. S. Chamber of Commerce 


advertising committee of the 


Putman criticizes NIAA for 
dropping award presentation 


® CHICAGO President Russell L. 
Putman of Putman Publishing Co. 
National Indus- 
Association. for 


has criticized the 
trial Advertisers 
dropping presentation of the $5,000 
Putman awards and other NIAA- 
sponsored awards from the program 
of the annual conference. 


vontinued 
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aw The 15° commission system 


was attacked as “improper” by Lyle 
T. Johnson, Brockland-Moore, in an 
address to the Industrial Marketers 
of St. Louis. 

Mr. Johnson attacked the 15% 
practice as being “an improper way 
of handling media advertising, since 
it may require the same effort, time 
and overhead to prepare a page of 
copy for one publication as it does 
for another with only a fraction of 
the same page rate.” The title of 
Mr. Johnson’s talk: “How the Ad- 
vertising Agency Handles Indus- 
trial Accounts.” (Both the system 
and the criticism are still continu- 
ing . . see pages 8 and 152.) 

The 1929 convention of the Na- 
tional Industrial Advertisers Asso- 
ciation was scheduled to be held in 
the fall of the year in Cincinnati. 
Plans were considered for providing 
and selling exhibit space to any 
desire to display 
services to the 


businesses that 
their products or 


ath 


NIAA members attending the con- 
vention. If this new plan is adopted, 
the revenue from this exhibit space 
will help defray the expenses of the 
convention and any surplus will go 
to the NIAA. 

The members of the committee on 
cooperation with teachers of mar- 
keting and advertising met in Mil- 
waukee with representatives of 
Marquette University and the Uni- 
versity of Wisconsin. Each member 
of the NIAA committee submitted a 
list of the subjects he felt should be 
covered in advertising school cur- 
ricula. It was pointed out by the 
attending instructors from the two 
schools that most of these subjects 
are now neglected because of lack 
of text books dealing adequately 
with industrial marketing subjects 
and because of the difficulty of ob- 
taining case studies on industrial 
companies. The NIAA committee 
will therefore try to help alleviate 
these conditions. 











Wars your particular advertising problem .. . 
how to handle inquiries—how to get case stories—how to 
present budgets? At a typical NIAA chapter round table, 
subjects like these get a thorough going-over. 

Who are these men? Your business partners in industrial 
advertising: advertisers, agency men, representatives of media 
and the graphic arts. Everybody, in fact, with a personal stake 
in industrial advertising. Thus the broad experience of the 
group makes NIAA a gold mine of ideas for each individual. 

Don’t be a lone wolf when you can draw on the help, 
experience, and friendship of this business-like team. Send 
that coupon today, and get the full story on how NIAA 
membership can brighten your future. 


E Zu 
= 


TIOmMAL 
imOusSTMiag 
ADVERTISERS 


NATIONAL INDUSTRIAL 
ADVERTISERS ASSOCIATION 


The Advertising Man's Best Buy! 


NIAA ... ‘ne largest individual membership 
advertising organization in the world; almost 
4000 people associated with industrial adver- 
tisers, advertising agencies, publications, and 
the graphic arts. Chapters located in 33 cities 
in the U. S. and Canada; memberships-at-large 
available to those who do not live in or near 
chapter cities. 


NIAA continuing programs, at the chapter or 
national level, include: Advertising Awards, 
Budget Survey, Business Paper Readership, 
College Cooperation, Conventions and Exhibits, 
Industrial Advertising Effectiveness, Manage- 
ment Relations, Media Practices, Research 
Planning and Control, Interassociation Relations. 


Get: the whole story! 








National Industrial Advertisers Association 
1776 Broadway, New York 19, N. Y. 

Please send me a copy of the booklet “If You 
Sell to Industry’, describing what NIAA has to 
offer me, plus lise of chapter locations. 

Name 

Tile 

Company 

Nature of business 
Address 

City 
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of NIAA- 
sponsored awards was dropped 
from the Pittsburgh conference 
program last June because of an in- 


Formal presentation 









crease in the number of such award 
competitions, which now number 
ten. Conference planners explained 
that formal would 
consume an excessive portion of the 







presentations 






program. 






publishing 
company presents the $5,000 in 
awards annually for the best docu- 
mentation of results from industrial 
advertising, criticized NIAA for this 
action as he presented this year’s 
second place award and several ci- 
tations at a meeting of the Chicago 
Industrial Advertisers Association. 


Col. Putman, whose 














He asserted: 

“NIAA should give proper pre- 
sentation before NIAA meetings to 
all awards sponsored by NIAA. If 
NIAA feels that any or all awards 
do not deserve such presentation, 
NIAA should withdraw its sponsor- 
ship. 

“It may be that these Putman 
awards should not be tied in with 
NIAA. Certainly they should not be 
tied in with NIAA unless NIAA is 


committed to the 










wholeheartedly 
basic principles of these awards. 
“We of Putman Publishing Co. 
ask no favors. If these 
awards do not render high service 
to industrial advertising, then they 
have no place in NIAA’s program. 
But, if these awards do aid directly 
in the advancement of industrial 
advertising, then the outstanding in- 
dustrial advertising men who win 
such awards should receive proper 
for the good of in- 
. for the good 






special 









recognition 





dustrial advertising . 
of NIAA.” 

Awards were presented at the 
meeting to Joseph Serkowich, ad- 






vertising manager, LeTourneau- 
Westinghouse Co., Peoria, second 
place citation and check for $1,500; 
Arnold Andrews, president, An- 
drews Agency, Milwaukee, second 
place citation; William A. Marstel- 
ler, president, Marsteller, Gebhardt 
& Reed, Pittsburgh-Chicago, honor- 
able mention, and H. I. Orwig, vice- 
Buchen Co., Chicago, 











president, 
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“Top Ten” citation. Henry Tymick, 
Buchen vice-president, received the 
award for Mr. Orwig, who was 
absent. 

Mr. Putman announced that the 
Monsanto Chemical Co. is arrang- 
ing a special dinner in St. Louis 
Nov. 5, when its acting advertising 
manager, W. H. Grosse, will re- 
ceive a $2,500 prize as the first place 
winner. At the same time _ its 
agency, Gardner Advertising Co., 
will be honored. A similar pres- 
entation will be made to Clifford 
A. Faust, director of merchandis- 
ing, advertising and _ promotion, 
Proto Tools, at a meeting of the 
Los Angeles chapter of NIAA Nov. 
19. Proto won third place in the 
competition. Its agency is Willard 
G. Gregory & Co., Los Angeles. 


Maryland NIAA chapter starts 
‘Mimir,’ new publication 


® BALTIMORE A new monthly 
publication with a six-man editorial 
staff has been launched by the 
Maryland Industrial Marketers. 
The four-page, two-color chapter 
publication is named ‘“Mimir,” 


which, the masthead explains, is 
taken from the “mythological Norse 
giant who guarded the spring of 
wisdom, a draft of which was said to 
give knowledge of the future.” 





~ as 
? >) 
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Out to Lunch . . William K. Beard, Jr., 
New York, sits down to lunch with Edgar P 


Ore., and Portland industrial admen. Left 


president, Associated Business Publications 


Hoener, publisher, The Timberman, Px 


includes C. 
Richard MacLellan, Mutual Chem- 
ical Co. of America, editor; Carl F-. 


The editorial staff 


Schleunes, Schneidereith & Sons, 
associate editor; Robert W. Lapham 
of the company of that name, art; 
T. C. Andersen, Blakeslee-Lane, 
Inc., and N. Boyd Mettee, Holmes 
I. Mettee Studio, photography; E. 
John Schmitz, Jr., E. John Schmitz 
& Sons, production, and W. M. Horn, 
Barton, Duer & Koch Paper Co., 


reporter. 


Institute seeks evaluation 


of advertising research 


® CLEVELAND .. A committee to 
study “yardsticks for evaluating in- 
dustrial advertising research,” has 
been appointed by John C. Spurr, 
chairman of the Technical Advisory 
Council of NIAA’s Industrial Ad- 
vertising Research Institute. 

Mr. Spurr, who is director of 
research, McGraw-Hill Publishing 
Co., New York, named these com- 
mitteé members: Ross M. Cunning- 
ham, associate professor of market- 
ing, Massachusetts Institute of 
Technology, chairman; Wroe Alder- 
son, Alderson & Sessions, marketing 
and management counsel, Philadel- 
phia, and E. J. Klock, manager, 
marketing research, General Elec- 
tric Co., Schenectady, N. Y. e 






A 


Portland 


right: Charles H. Belding, Abbott, Kerns & 


Bell, president, Oregon Industrial Advertisers Association; Hugh Lineweaver, Forest Fiber 


Products C Carroll O'Rourke, MacWilkins, Cole & Weber; R. J. Turner, Columbia Tractor 
& Implement C Bob Hargreaves, Hargreaves Advertising; Dar Johnson, Hyster C 
Ralph B. Stratford, Stratford, Visse & Mr. Hoener; Mr. Beard; W. E. Wilson, McCann 
Erickson; Joe W. Sherar, Western Pine Association, and Milton Foland, Pacific National 
Advertising Agency 














a Receiving it.. iM P AS BLUE 
'E ac BOOK 


is the Most Used Buying Reference 


84% of the 4,491 buying decision makers who signed and returned 
the questionnaire enclosed in the 1953 BLUE BOOK state they use 
MacRAE'S “exclusively” or principally” in selecting sources of supply. 
Here is proof that your sales message in MacRAE'S gets preferred 
attention from preferred prospects... the BLUE BOOK goes only to 
the more than 18,500 dominant industrial plants and governmental 


points of purchase in America. 


‘Pig Z out of 1O Plants 


1 Keep “Old” BLUE BOOKS In Service 


70.7% of replies to MacRAE'S questionnaire state that on receiving a 
new BLUE BOOK the old copy is passed to other departments for con- 
tinued use. Thus MacRAE'S takes your sales message through America's 
dominant industrial organizations, and sells through extra years. 


_ A eh eens 





The 61st annual MacRAE'S BLUE BOOK closes Decem- 
ber 15. Reserve your space now, or call your agency. 


ONE BOOK cnrecion 


we MacRAE’S sci 


18 East Huron Street, Chicago 11, Illinois 


Also 














NOTE The following 







advertising 
in business 


October / volume 3.8% (in pages) over 1952 





volume 


papers 







































Industrial group 


October pages 
1952 


1953 











Pages to date 
1953 


1952 








Aero Digest 
Aeronautical Engineering Review 
Air Force 

American Aviation (bi-w.) 
American Brewer 

American Builder 

American City 

American Dyestuff Reporter 
American Machinist (bi-w.) 
American Printer 

Analytical Chemistry 
Architectural Forum 
Architectural Record 

Automotive Industries (semi-mo.) 
Aviation Age 

Aviation Week 

Baking Industry (bi-w.) 

Bedding 

Better Roads 

Boxboard Containers 

Brewers’ Digest 

Brick & Clay Record 

Bus Transportation 
Butane-Propane News 

Canner (w.) 

Ceramic Industry 

Yhemical & Engineering News (w.) 
*hemical Engineering 

Chemical Processing 

Chemical Week‘ 

Civil Engineering 

Coal Age 

Combustion 

Commercial Car Journal 
Construction Bulletin 
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$98 
74 

43 
*§120 
60 
201 
175 
100 


*§$568 


1249 
92 
1230 
372 


265 
62 
161 
65 
190 
203 


§103 
65 
4] 

§84 
200 
152 
$149 
$494 
63 
4? 


667 
643 


1953 1952 pagechange % change 
Industrial 24,078 22,97 149 + 5.0 
Product News (1/9 page units) 0 3,18] } 5.0 
Trade 6,008 6,13 
Class 3,236 4 E 4.6 
Export 1,133 1,20 4 f 
Total 37,795 36,410 1,385 + 3.8 
Year to Date/volume 3.7% (in pages) over 1952 

1953 1952 pagechange % change 
Industrial 224,411 216,611 / BOL { t 
Product News (1/9 page units) 30,481] 28,61 866 E 
Trade 56,309 54,869 44( f 
Class 29,232 27,187 04! 
Export 12,576 13,090 14 
Total 353,009 340,372 + 12,637 + 3.7 


Volume rises 3.8% in October, 
total for 1953 up 3.7% 


® ADVERTISING page volume in busi- 
ness publications increased 3.8% in 
October corresponding 


month last year. 


over the 


The percentage is based on vol- 
ume of 265 publications reporting to 
INDUSTRIAL MARKETING. Volume for 
the year was up 3.7%. 

The 163 industrial 
gained 5% (1,149 pages) over Octo- 
ber of 1952 and showed a 3.6% (7,- 
800 pages) year 
thus far. 


publications 


increase for the 


Trade publications advertising (49 
reporting) declined 2.1% (131 
pages) in October, but showed a 
2.6% (1,440 pages) gain for the year. 
A gain of 9.6% (282 pages) was re- 
ported by 26 class publications for 
October. The same group reported 
an increase of 7.5% (2,045 pages) 
for the year. Export paper adver- 
tising continued to decline with the 
19 reporting papers showing a 6.1% 
(74 pages) decrease for the month 
and a 3.9% (514 pages) decrease for 
Eight product news pub- 
(159 units) 
(1,866 


the year. 
lications showed a 5% 
gain for October and a 7.5% 
units) gain for the year. 





Pages to date 





October pages 

































Industrial group 1953. 1952 1953. 1952 
1 Diges* (bi-w.) giks 198 1888 1783 
ictioneer (bi-w.) 165 15¢ } 1645 
ion Equipment 8] 14 694 
ruction Methods & Equipment 145 140 1538 1372 
iction News Monthly (w.) 84 80 849 86 
istructor 48 0 643 618 
vontractors & Engineers (93/4x14) 129 128 1361 1187 
Dairy Record ar 64 : 658 
Diesel Power 60 60 504 
ese ss (9x] 5] 46 02 596 
istribution Age y ] 
illing ] 14 1164 103¢ 
3 & smetic Industry l he OO€ 470 
ectric Light & | é 150 4 40) 118 
trica nstr n & Mntce 1€ 162 1708 15] 
Electrical Engineerir 9 10 8 77; 
Electrical West $114. $1171 95: 
Ele 11 W i (w.) 359 340 3723 5] 
Ele ni 74 4 4056 6] 
Engineering & Mining Journ 158 150 1669 1555 
Engineering New rd $47] 38 3890 ©6—- 3B 9E 
Excavating Engineer 39 4 86 36( 
Factory Management & Mntce 300 323 4 01! 
Finish 58 48 43 
Fire Engineering 50 s E 518 
Fleet Owner 129 1 1364 
Food Packer *$66 §68 3 25 
Food Processing 231 23 ] 205 
Foundry 21 ( 136 206€ 
Gas 1le€ 8] 308 
ras Age (bi-w.) 1] 2 945 94 
Heating & Ventilating 06 € 1007 89 
Heating, Piping & Air Conditioning 14 160 1734 166 
House & Home ] ] 1398 1] 
e Cream Review $11] 76 8 860 
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... UES your sales message 
at the fingertips of 6,000 key men 
in the steel industry... and keens it there all year-round! 





Now going into its Sth Edition, Watkins Cyclopedia of 
the Steel Industry is already a tradition in the steel in- 
dustry and the only book of its kind. 

Watkins Cyclopedia of the Steel Industry brings to its 
readers an encyclopedia of manufacturing and fabricating 
processes, statistics, and the latest developments in 
operating practice—and here’s what it brings to you: 


* Coverage of 6,000 key buyers in the steel industry—At 
a minimum cost and with no waste circulation. 
Watkins Cyclopedia of the Steel Industry goes only 
to those men who have the power to recommend and 
purchase plant equipment and supplies. 


* Year-’round readership-—Watkins Cyclopedia of the 
Steel Industry is opened for reference all year-’round 
by these executives who consider it an authority on 
the operations and problems of the steel industry. 


* Free position that’s planned for maximum ad impact 
Each editorial section contains the advertisements of 


the manufacturers and suppliers whose products are 
related to the process covered in that section. You 
determine the editorial section in which your ads 
will appear. 


Free listings in the important Buyer’s Guide Section 
For each ad page, you are entitled to 8 free listings in 
the Buyer’s Guide Section. Every day of the year, 
buyers consult the pages of this alphabetical products 
section to determine who makes the products or offers 
the services they require. 


Free listings in the much-consulted Advertiser's Index 
This listing, complete with company name, address, 
products or services, is a quick, handy reference for 
your prospects when they are ready to act. 


The closing date for the 1955 edition is March 1, 1954. 
For more information, contact 


STEEL PUBLICATIONS, INC. 


4 Smithfield Street, Pittsburgh, Pa. Phone: COurt 1-1214 
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October pages Pages to date October pages Pages tc date 
Industrial group 1953 1952 1953 1952 Industrial group 1953. 1952 1953 1952 
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standard 


October pages Pages to date 
1953. 1952 1953. 1952 





(4 Vn x6 VY ) 


; 12 Q 129 October pages Pages to date 
Gazette 97 2 75) “6RG 1953. 1952 1953 1952 


118 





sum News (w 
(w.) 


ganic 

icific Builder jineer 
ickaging Parade (93gx1/ 
aper Industry 

iper Mill News (w 
Paper Trade Journal (w 


etroleum Engineer 


T 
i 


leum Processing 


im Refiner 


Jant En 
Plating 
wel 


wer Engineering 


Plant 
1ilw 1V 


tilw 1y 


(semi. m 
uthern Power & Industry 
Steel (w.) 
Telephone Engineer (semi-m 
Telephc ny (w.) 
Textile Industries" 
Textile World 
Timberman 
Tool Engineer 
Traffic World (w.) 
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Putting more “cut” 
in cutting fluids! 


The D. A. Stuart Oil Co., Ltd., of Chicago is an 85 year old 
specialist in cutting fluids. It has been our job for 12 of those 
years to help sell the right oil for the right job and produce the 
fresh copy approaches that keep pace with changing conditions. 


“Frog Oil” is only one of a new series in the new approach to 
the D. A. Stuart Oil Company’s cutting oil problem! This new 
series has resulted in—increased inquiries, better Starch ratings, 
increased sales department interest and increased sales. 


The list of our accounts includes many of long standing! With us 
length of service proves the ability of the Russell T. Gray staff to 
produce fresh «ppeals that mean holding or increasing interest 
on the part of readers. 


Keeping the sales approach fresh is a part of our job! Perhaps 
you'd like to see some of these advertisements. Perhaps you too 
need a new approach to your advertising problem. We would 
be glad to tell you about it. 


RUSSELL T. GRAY. INC. 


a ey av ei 


205 West Wacker Drive, Chicago 6, Illinois 


Telephone CEntral 6-7750 
a 
ADVERTISING TO BUSINESS, INDUSTRY AND AGRICULTURE SINCE 1917 
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October pages Pages to date October pages Pages to date 
Trade group 1953 1952 1953 1952 Export group 1953 1952 1953 1952 








orts Age {}$7 59 597 3f American Automobile 
| Market Merc handising 114 132 221 33 (overseas edition) 69 728 799 
S ferchandiser 113 34 82 3 American Exporter (2 editions) ] ] 162 1697 
n & Building American Exporter Industrial 
51 50 30 561 (2 editions) ] 147 17 1695 
6,008 6,139 56,309 54,86: Automovil Americano 84 982 
vaminos y Construccion Pesada 28 d 291 


armaceutico 40 542 


October pages Pages to date (2 editions) 2 113s 1040 
Class group 1953 1952 1953 1952 1 Hospital 26 211 
Implementos y Tractores 5 167 y 1758 
Advertisin« »( d 194; ; 2468 2289 Ingenieria Internacional 
Americ | Dire 707 689 vonstruccion ) 63 2° 645 
Amer 1 Motel ’ 521 Ingenieria Internacional Industria 78 753 779 
>Graw-Hill Digest 36 270 293 
Petroleo Interamericano 49 613 569 
Pharmacy International 2 23 220 286 
‘hain Store Age Revista Aerea Latinoamericana } 13 149 94 
Fountain Restaurant Revista Rotaria 10 91 72 
‘leaning & Laundry Work 5S 3 Spanish Oral Hygiene 
Dental Survey y! (4 5/16 x 7 3/16) 34 39 324 378 
Fountain & Fast Fox 5 f 549 Textiles Panamericanos 92 56 465 544 
Hospital Management } 3] 728 770 World Mining 54 39 524 415 
Hotel Management 83 99 Total 1,133 1,207 12,576 13,090 
Hotel Monthly 
Hotel World-Review (w.) (9!/4x14) 30 » above figures include classified and display advertising. 





American Restau 
Banking (7x10 3/16) 
3illboard (w.) (10%4x15 





Industrial Marketing 3 124 q 165 11} , 

“e dus "1 of - : At rish - ed Unless otherwise noted, all publications are monthlies and have 

dap a standard 7x10 inch advertising page. 
Association (w.) . 

Medical Economics (41/4x64/;,) 206 159 1786 sl 

* “ : F 


icludes special issue ‘Estimated *Two issues “Three issues 

ir issues ve issues []7xl0 units, sold as pages Does 

t include advertising in special Western section 

> (semi-mo.) ‘Chemical Week . . 1953 total includes 347 advertising pages in 
Buyer's Guide issue ot art 2), September 19, 1953 

ols ‘Milk Products Journal . . formerly published under the name 

Iereyj ( ] 7 1F C 9 1: t D., . DH . . 

Hygiene (4 5/16 x 7 16 )9 d ‘ I , heese and Milk Products Journal has been changed 


Resta rant Management 3 ? Milk Products Jou } 
lastic Coac : 38 2! ; 

“ae Es 1ch School , — , ‘Textile Industries . . figures for August and September not 
— + LROCuUnVE eit 2 viously reported shown here. Aug. 1953, 130; Aug. 1952, 
17 
Nt 


— ) ) t c 
( a ant sew bcs cg s. total 1953, 1113; 8 mos. total 1952, 117 Sept. 1953 
WV t's winh e Lconomics 1U I ) . 1OG- a7 } .AEn 
a aueloes “ . 1952, 219 {includes special issue), 9 mos. total 1953 
Total 3,236 2,954 29,232 27,1 ‘ tal 1952, 1388 





Media Changes inted editorial director, a newly created New Equipment Digest . . Penton Publish 
George H. Seferovich, former ing Co., Cleveland, has installed $100,000 

M. E. Bensignor . . New York, has been managing editor, was promoted to editor worth of electronic equipment to speed the 
od U. S. advertising representative handling of aula inquiries. With the 

Revis Tecnic Sulamericana, Brazi Hugh J. Kelly . . senior vice-president and new equipment, inquiries received on the 
industrial publication business manager, McGraw-Hill Book C publication's forms in the morning are 


sidiary of McGraw-Hill Publishing processed and forwarded to interested 
Francis X. Curran . . has 1ppointe . New York, has been appointed vice manufacturers the same afternoon 


staqlworki >( Aji} “actory . : 
metalworking ¢ : Factory presiden r manufacturing and services 


iring i 
rent company Peter J. Stevens .. former London editor, 
has returned to Detroit as foreign editor 
ravi A. — - . eastern manager Design News, Rogers Publishing Co. Ron 
Simmons-Boardman pul ld Martin, formerly with the Ministry of 
vice-president 
Mr New York 
with material: ) qui it 
} nate } h = - — titi . = i Por 
in Nest German editor of the publi 


with editorial offices in Munich. He 


will be the new London 


©. Kluth has been ap 


Power Equipment. . New York, will 1s former technical writer for German 
| , rmer inc i 
beginning with the January : ; Si antinne 
« : oy ; Ay ~~ Man turer } ion 

The trim will be MF os 
| 1) : The managing 
{ates will remain unchange 

editor pos i > filled by Horace F. Gordon L. Young » « former advertising 


Hardy, former associate editor. Marshall manager, has been appointed advertising 
L. Billings, formerly with United Press, is lirect Westrade Publications, Vancou 
editor. Lloyd C, Gossman ve th st of advertising manager has 

fodern Railroads Publishing been taken over by Derek B. A. Reynolds, 


Lewis J. Biel . . former 
Aviation Week, has 
sales staff 


; 


of market research and cir w has been with engineering, construc 
Howard E. Everett . . editor, Implement & 1 n Appliance Manuf I i ic basic industry publications in 


Tractor, Kansas City o., has been ap nada since 1950 
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Typical Remington Rand binders 
tailored to users’ requirements. To 
appreciate them fully, you'd have to 
see them in their actual rich color 
and texture. 


ANOTH 
ER Ha 
NDBOO 
* For 
MANa 
CEmeny ey 42. p 
"nse, 
Slon F2, 
“rd 


free IDEAS TO HELP a aa SALES 


Phone or write today for your free copy of this and development. Improved locking and unlocking 
new Remington Rand catalog “Einders That Build mechanisms, for instance, to make sheet changing 
Business.” It’s packed with facts, ideas and sug- easier... superior styling and handsome cover 
gestions for making your product literature and materials that form a background worthy of your 
sales presentations more effective, more resultful. finest products ... and the exclusive ‘““Rem-Bossed 
In this fully illustrated 40-page book, you’ll also Process” that personalizes your binders with beau- 
get the full story on important new binder design tifully clear reproductions of your logotypes, 

improvements resulting from years of research trademarks or corporation seal. 
Don’t miss this opportunity to learn what’s 


ne ee ee 


newest and best in the field. Send in the coupon. 
Remington Rand Inc. 

Management Controls Reference Library 
Room 1416, 315 Fourth Ave., New York 10 


For free copy of Catalog LL-234, visit your nearest 
Remington Rand Business Equipment Center, or 
write to Management Controls Reference Library, 
Room 1416, 315 Fourth Avenue, New York 10. 


Memington. Fland. 


PROFIT-BUILDING IDEAS FOR BUSINESS 


Kindly send free copy of “Binders That Build Business.” 
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6,000 photos in Alcoa file. . 
but they’re easy to find 


By James J. Maloney Advertising Production Manager * Aluminum 


Speedy .. In this fast filing system, 
insert in each pocket holds photo, caption, 


ther data 


New system permits fast work 


® WE HAVE INSTALLED an advertising 
photo file that has increased our 
efficiency and cut costs. 

Our picture file is, in a sense, a 
photographic history of one of the 
basic metals of the American econ- 
omy and illustrates all the metal- 
working fabricating and finishing 
processes for which aluminum is 
adaptable. The file also contains a 
full set of product and “in use” 
photos of the articles manufactured 
by Alcoa and its subsidiaries. 

By the spring of 1952 this collec- 
tion of photographs had grown to 
6,000 8x10” glossy prints, muslin- 
backed, hinged and punched to fit 























into horizontal, loose leaf binders. 

Captions and other identifying 
information were typed on the backs 
of the photos so that if a person 
was interested in a picture he had 
to turn it over, check the data, turn 
it back again to take another look. 

Our new method uses overlapping 
manila pockets which lie flat in 
shallow slides, or holders (see illus- 
tration). We use a separate pocket 
for filing each individual photograph 
and we have devised an insert form 
which enables us to type the sub- 
ject classification of the photograph 
at the bottom of the card so that it 
appears in the margins when the 
forms are filed. The remainder of 
the 5x8” insert forms provide space 
for mounting 3x34” copies of our 
pictures. 

Alongside the picture is a printed 
form for information on the date 
and place it was taken, the name 
of the photographer, the present lo- 
cation of the negative, and a nota- 
tion of any restrictions against un- 
limited use of the picture. Below 
this printed form is space for the 
caption, without which no picture 


















































is filed. All of the new equipment 
is Remington Rand Kardex. 
We are also considering a system 
of using colored signals in the vis- 
ible margins at the bottoms of the 
Kardex pockets for aging our pic- 
tures. These signals would indicate 
length of time in which there had 
been no call for the photo. At spec- 
ified intervals, the unused pictures 
would be reviewed with an eye to- 
ward eliminating them. 
The cost of the insert, together 
with the preparation and dry mount- 
ing of the small prints runs about 
25°, less than the price of linen- - 
backed 8x10” prints. With a pic- 
ture file of 6,000 items, this will a 
mean that the savings in prints 
alone should pay for the new equip- 
ment within a few years. 
However, the biggest value by far 
lies in the fact that we are now 
getting greatly increased use of our 
picture file by our editors, writers 
and advertising men. This should Ast, epaale 
mean that the material which goes 
out of our offices is better illus- 
trated. In a program like ours, this “I'll be home a little early today, dear, I just got fired.” 





is an important proof of value. 8 


What Are They Watching in Wichita ? 


When Manhattan Construction Com- articles have earned the solid readership 
pany, of Muskogee, Oklahoma, was and professional respect which C&E has 
awarded the contract for the new Air enjoyed for over thirty years. 

Force hanger at Wichita, Kansas, they 
faced proklems in steel construction that 
called for a lot of ingenuity. 


As a result of this editorial quality, 
built into the magazine over the past 
thirty-four years, CONTRACTORS AND 
ENGINEERS carries more advertisers than 
any other monthly magazine in the field. 


Plans called for three huge bays, 
each to house four of the big new Boeing 
B-47 stratojet bombers. The story of this 
big job, written at the job site by one of Write for our market data folder, 
our field editors and vividly illustrated “Selling the construction industry 
with our own exclusive photographs, through Contractors AND ENGINEERS.” 
demonstrates the consistent run of alert And if you haven't seen C&E recently, 
job reports for which Contractors write for a current copy and let the 
AND ENGINEERS is noted. These field magazine speak for itself. 





Contractors and 


Engineers 
magazine of modern construction 


470 Fourth Avenue 420 Leader Building 1719 Daily News Bldg. 2238 Ben Lomond Dr. 
New York 16, N. ¥. Cleveland 14, Ohio Chicago 6, Illinois Los Angeles 27, Calif. 


























... it’s the nation’s FASTEST GROWING 


HOSPITAL MARKET 





FOR SUPPLIES 
Southern hospitals spend 
more than $250 MILLION 
annually 

NEW CONSTRUCTION 
more than $250 MILLION 
in new facilities building 
or planned 

STILL NEEDED 


more than $1 BILLION in 
new hospitals and facilities 





Just think of the new sales opportunities 
for you in the $250 Million‘ Southern 
hospitals are now spending annually for 
supplies. 

PLUS the new sales potentials offered by 
$250 Million in new hospitals now under 
construction or in the blue print stage. 


PLUS the new sales the South will con- 
tinue to offer for a long time to come as 
it builds to catch up with fast-growing 
needs. 


FOR 100% COVERAGE 


of this vast, growing, 14-state market... 


LOOK T0 


OUTER NOSPIALS 


the ONLY exclusively Southern journal 


As the official publication of the Southern state 
associations and of both the Southeastern and 


Virginia-Carolinas Conferences, 


Southern Hos- 


pitals enjoys the respect of Southern institutions 
and the people who run them. Edited and pub- 
lished by Southerners for Southerners, readership 


comes naturally! 


CLARK-SMITH PUBLISHING CO. 
218 W. Morehead St., Charlotte 2, N. C. 


the South deserves EXTRA Sales Effort 
SOUTHERN HOSPITALS provides it! 








WANT TO KNOW 
WHAT SERVICES 
ARE OFFERED 

BY LEADING 
BUSINESS 
PUBLICATIONS ? 
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(jm) NEWS 


Complete data on housing, fuel 
market offered by ‘Coal Heat’ 


® cuicaco . . A 124-page booklet, 
titled “Heating and Fuel Markets,” 


| has been published by Coal Heat. 


The booklet, which offers a mar- 


| ket analysis based in great part on 


tables from the returns of the latest 
Census of Housing, shows how the 


| U.S. is housed and heated, by states, 


metropolitan areas, cities and coun- 


| ties. A large section is devoted to 
| statistical tables showing heating 
| equipment and types of heating and 
| cooking fuel by states. 


& 


Construction Eouipment 


Product 
of the 
Month 


| Plaque .. These easel-backed plaques 
| go to winning manufacturer's distributors. 


| Product-of-the-month award 


| boosts makers of new products 


@ NEW YORK . . Serving as a pro- 
motion device both for the publica- 
tion and for the manufacturer whose 
product is chosen is the Product-of- 
the-Month Award announced in 
each issue of Construction Equip- 
ment, Conover-Mast publication. 
From the many new _ products 
brought to their attention each 
month, the editors of the publica- 
tion select one to which is given the 
Feature Product Award, based on 
“the newness of the product, its 
wide application, and its ability to 
do a better job faster and at lower 
cost.” The winner is originally an- 


nounced on the cover of the issue, 


and space is devoted on an inside 
page to a description of the item, 
and the name of the manufacturer. 

This is just the beginning, how- 
ever. A full-color reproduction of 
the magazine’s cover, with the in- 








@ Hews Electrically, the Western States are this big— 


% In- 
nie Eleven Western States 1940 1953 crease 
original cover photograph, is then Kw generating capacity (total) ... 6,349,095 14,681,701 131% 
made up as a permanent, easel- Kwh generated (millions) ee 24,410 78,068 220% 
backed plaque, with an_ original Utility construction ..... $140,275,000 — $765,000,000 373% 
made available to each one of the Kw of capacity added ....... 361,210 1,686,884 367% 
winning manufacturer’s distributors. 


side page description replacing the 


A king-size version is made up for 
the manufacturer himself, with a There are many new people to sell— 
handsome blue ribbon actually 
mounted in the spot where its rep- 
lica had been printed on the small- 


Number of electric customers .... 3,986,361 7,019,896 
Pacific Gas and Electric Co 

SIS ocak Rhona care ya 19,025 
ag ia oe J hi Southern California Edison Co 

ccording to J. H. Angell Jr., di- sinbiilainitie Sa 1.616 7.359 
rector of distributor relations for | Cai foonntes Municipal Utility 
Construction Equipment, which District employees ............. : 561 
bears all costs for the operation, the Arizona Public Service Co. 
ceremony accompanying the actual employees 
awarding of the plaque usually re- Pacific Power & Lig 
sults in substantial publicity in the employees 
local press in the maker’s home city, Pacific Coast Electrical Assn. 
and thus becomes an important fac- 
tor in his community. relations. 


From the standpoint of sales, in- And one best way to reach them— 


dustrialists find the award valuable, 


ht Co. 


PEND ocd ddowlsaa casas 2,782 


one manufacturer having reported ELectricaL West 
more than 75 inquiries “directly paid subscribers 5,889 10,300 18% 
traceable” to the announcement of number of advertisers ......... 98 272 170% 
the award in the publication. In pages of advertising ........... 502 ,200 140% 
one case, a local dealer who was pages of editorial .............. 687 956 39% 
known to carry the manufacturer’s 
»roducts was called by a prospect r ’ * 
aide following. dnsciiniies Here Ss how they Il grow in 1954 and 1955— 
of the issue. 1954 1955 
Meanwhile, as a result of this well Kw of new capacity (planned) ...... sa iam a's 05x 4a 2,216,950 
merchandised promotion, perma- | Ole, sialon Hee fond ............ 5,645 5.510 
nent, colorful reproductions of the Milan distrihution line: (est ) water 8.025 7.800 
cover of Construction Equipment go Kva-substations (est.) Siaaeiedersiidivens BHI. Snes 
up on display at distributors’ head- | New customers (est.) ............ 250,000 250,000 
quarters throughout the country. 


That's why ELECTRICAL WEST should be on 
electrical equipment advertising schedules 


EvectrtcaL West has served the entire electrical industry in the 11 
Western States for 67 years. Reaches utilities, contractors, whole- 


salers and other buying influences. 


Representatives 


WALTER KLEIN—New York M, 1. O'CONNELL—Chicago 
CARL DYSINGER—tLos Angeles R. C. ALCORN—San Francisco 


Sh au Gile . « New sores stower | ELECTRICAL WEST 


by General Exhibits & Displays, Chicagc 
¢ < , han eshantl | 
lides, has indexed hand wheel A McGraw-Hill Publication 
| salesman what's viewing, and can 


nr aS e 
in J and coior. 
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tow a track with it, Tift huge weights with it’ “Seotch” 


*t Tape i eo strong even “The Angel,” femous 


French wreetier Maurice Tillet. con't break it. And it's resulient 
too absorte jolte and sare again and again 
That's why manufacturers like The Tevart Company Pare 


mount. Califorma, find thus 


new kund of packaging tape ideal for 


heevy duty strapping and banding 

It gives up to 10 times the tensile etrength of moet other pres 
ware-senmtive tapes because ite made with thowsands of con 
tam 


uous rayon or glass filaments And it withstands repeated 


tape? 


umpect shock heceuse thea filaments sre embertded in @ tough. 
prempure arrustive edhe ve 

Try it today! If you'd like more facts or « free mmple coll 
for wating purposes, write Minneanta Muung & Manufacturing 
Ce. Dept. BW32, St. Peul 6. Minnesots 


We're looking forward te weeing you of Booth 57! 


A. MA A Metioncl Packaging Exposition in Atlantic City, April 1-4 


Noted, 42% . . Seen-Assoc., 34% . . Read Most, 12% 


jhest 
s for 3M tape 


not just 


ring (Noted) industrial 


Business Week 


Best-read industrial ads. . 
Photos outpull drawings 


realism appear 
the most common traits in this col- 


s Simplicity and 


lection of industrial ads with un- 
usually high readership scores. 
They are examples taken from the 
six highest-scoring black-and-white 
full pages in each of the 13 issues 
of Business Week studied by Daniel 
Starch & Staff in the first half of 
1952. Many of the ads share cer- 
tain basic characteristics in layout 
and design that may serve as a 
helpful guide to advertisers seeking 
maximum readership for their sales 
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Dominant illustrations, 
simplicity, realism are foremost of 


messages. 


these characteristics. 

Ads with photos for illustrations 
averaged slightly higher scores than 
ads with drawings. But the highest- 
scoring ads with drawings were 
behind the 
ads with photos. 

The ads shown here are presented 
with their Noted, Seen-Associated 
and Read Most scores. (For defini- 
tions of these categories, see page 
192. ® 


close highest-scoring 





Keeps radar men snug in a blown-up building 


GUPOND 
DU PONT NEOPRENE .... sent uae 


Ce os 








Noted, 40% .. 
was skillfully blended 
head 
und workman dramatize 
ial “blown-up building 


35%. Read Most, 18%. 














Noted, 27% . . Realistic action photo 
shows product application; related head 
line features increased production . . that’s 
1 formula that commonly attracts interest 
Seen-Associated, 24%. 


>f management. 


Read Most, 9%. 








eee pes wig . A FLOATING POWER PLANT GOES TO SEA 


A fifth of a mile straight up 


Exide 


BATTERIES 


fret Prva 


BF Goodrich oc METHLEMEM STEEL a 


RUBBER TOR CEDUSTRY 


Noted, 38% . . Large photo that works Noted, 33% .. Photo was enlarged Noted, 30% 


je 


losely with headline, shows what's hay ind cropped to intensify impression of news story had 
pening earns third highest “Noted” score height, leading into related, provocative { S. S. United § 
in group. Other scores: Seen-Assoc., 38%. headline. Seen-Assoc., 29%. Read Most. fastest ocean line 
Read Most, 17%. 19%. 


front-page, national news st 
higher than average attenti 


Assoc., 23%. Read Most. 7%. 





Whats U.S. Rubber 


doing tor 


shoreto-ship loading? “*, . ) ; There Ought 
to be a 
LAW 


ads 


UNITED STATES RUBBER COMPANY 





Noted, 26% .. When more than one Noted, 32% .. Although photos aver Noted, 31% .. Often 


nera 
photo is used, make one "headline pic age higher scores than drawings, certain equal artist in capt 


ring emotions like thi 
ture’’ larger, predominating others in types work well. World of tomorrow has Seen-Associated, 24%. Read Most, 5%. 
less it’s comparison like ‘before and after strong appeal, obviously requires artist's 

If these photos were same size, readershi; work. Seen-Associated, 22%. Read Most, 

would probably have dropped. Seen-As- 11%. 

sociated, 24%. Read Most, 8%. 
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¥ FOCUS ISSUE... 


“MARKETING TRENDS ze 2Ze PAPER wa PULP 
MANUFACTURING INDUSTRY!”. .. December 1953 


. . . An Authoritative Report—with long reference life 
—for top management and production executives! 


\woustRY ° on (ABC) 


largest +4 
a J influence the BUY 
an 


\ 
Departments! - wovensin’ 12° 


Last Forms © yen 


Reewe 


The PAPER INDUSTRY and PAPER and PULP MILL CATALOGUE are published by 


pact NOW! 


DEARBORN STREET 


f 
FRITZ PUBLICATIONS, Inc. ILLEN OTS 


Slash costs and time-in-shop with | 


automatic sealing of self-mailers 


Only Seal-O-Matic, the f Hi machine, can cut your 
costs to less than BB = made me to ae than 7%—on sealing of self 
mailers. Seal-O-Matic, with one operator, exceeds output of 15 hand- 
sealers—-occupies less than 15 sq. ft.! 

Handies 2” x 4" to 91," x 13”, booklets to '/s" thick, 1- to 5-folds; 
seals flat, or over-the-edge— 
15,000 per hour 


Write Today For Details 
SEAL-O-MATIC 


Machine Mfg. Co., Inc. 
407-F Chestnut Street 
Seuth Hackensack, N. J. 

AUTOMATIC SEALING SERVICE 

115 Christopher Street, New York 

14 — exclusive users in metro- 

politan New York area 
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(im NEWS 
‘Domestic Engineering’ starts 


contest to prevent price war 


® cuicaco . . A contest has been 
started by Domestic Engineering as 
part of a “fair price campaign” de- 
signed to discourage unfair price 
cutting at the retail level in the 
plumbing, heating, air conditioning 
and appliance industry. 

First prize is $100 in a contest for 
the best caption of a cartoon show- 
ing manufacturer, wholesaler and 
contractor-dealer committing  sui- 
cide by the use of markdowns and 
discounts. All entrants who agree 
with a policy of “fair prices based 
on the individual’s costs plus a rea- 
sonable profit,’ are receiving “fair 
price” certificates for display in of- 


fice or store. 


‘American Builder’ will begin 
regional editions in January 

® cHicaco .. C. J. Wageman, pub- 
lisher of American Builder, has an- 
nounced that beginning with the 
January, 1954, issue, the magazine 
will be published in three regional 
editions, Northern, Southern and 
Western. 

Each edition will carry a 32-page 
section featuring light construction 
in its own area, with news, weather 
reports and regional homes given 
the spotlight. 

The regional editions will not be 
sold separately to advertisers at this 
time, but users of space will be of- 
fered an opportunity to use split- 
run copy testing. 

Mr. Wageman said that because of 
geographical variations in residen- 
tial and other light construction 
projects, the addition of the region- 
al sections is expected greatly to 
stimulate interest among builders in 
these areas. He forecasts a sub- 
stantial increase in circulation. 

Another important development is 
that the April issue, devoted to cat- 
alog and directory information, will 
carry dealer listings for the first 
time, enabling contractors to locate 
nearby sources of supply for 
branded products. The dealer di- 
rectory section is expected to in- 
clude many thousands of names. 

Beginning with the March issue 
the Light Construction Merchan- 





s 





1101/Circle on Readers’ Service Card 


Lumber, building dealer 
market in up-to-date figures 

The $7 billion lumber and building 
products dealer market is carefully ana- 
lyzed in “Lumber & Building Products Deal- 
er Market,” American Lumberman, Chi- 
cago. The do-it-yourself market, new 
construction, market expansion and aver- 
age sales per dealer are described in 
up-to-date figures. This is Part 1 of a 
series of four offerings. The other three 
are listed directly following. 


1102/Circle on Readers’ Service Card 


Part 2 — How lumber, building 
products dealers operate 


1103/Circle on Readers’ Service Card 


Part 3 — Merchandising ideas 
for lumber dealer market 


1104/Circle on Readers’ Service Card 


Part 4 — Product volume 
in building products market 


1105/Circle on Readers’ Service Card 


Booklet lists advantages of 
outdoor advertising signs 

Twelve reasons why you should con- 
sider using outdoor advertising signs are 
given in "Permanent Advertising” by Stout 
Sign Co., St. Louis. More than 100 photo- 
graphs of signs already in use by indus- 
trial and non-industrial advertisers, a case 
history of how one advertiser replaced 
2,000 painted walls with special signs, 
and technical information about kinds of 
signs available, dimensions, and construc- 
tion are included. 


1106/Circle on Readers’ Service Card 


3-D as an advertising medium. . 
a report from 568 viewers 

Whether you favor 3-D as an advertis- 
ing medium or not, you'll want to know 
what users and viewers of 3-D ads think. 
Institutions magazine, Chicago, has issued 
a 12-page survey report on its 8page 
3-D section in its August issue. “The 3-D 
Report” describes problems that had to be 
overcome and the mechanics involved in 
the production. Of particular interest are 
four pages of comments . . good and bad 
. . from Institutions readers who viewed 
the 3-D section. 


1107/Circle on Readers’ Service Card 
Up-to-the-minute data 
on changing railroad market 

“A Sound Approach to the Railroad 
Market" is a 16-page booklet which in- 


>. 
r 


Use these return cards 
for publications 
‘mentioned on this page 





jeeleud-d-lanekemeaer= 


es % Send for these helpful selling tools 


cludes data on the overall size of the 
market, relative size of leading railroads, 
recent changes within the market, research 
facilities available to suppliers, and rail- 
road buying and test procedures. Of- 
fered by Railway Equipment & Publication 
Co., New York, the booklet is a handy 
4"x8" size, easy to carry and easy to read. 


1108/Circle on Readers’ Service Card 


Checklist helps measure 
effectiveness of catalog 

If you have wondered about the ade- 
quacy of a catalog you may have pre 
pared, you'll find the “Checklist for De- 
velopment of Catalog Design” a valuable 
booklet. Prepared and offered by Sweet's 
Catalog Service, New York, the booklet 
offers a simple checklist for such items as 
pictures, text, typography, organization of 
information, etc. 


1109/Circle on Readers’ Service Card 


Ordnance reports on present 
and future defense spending 


A new report, published before the 


Readers’ Service Dept. 


S311 


Please send me the following 


Russians announced they had exploded 
an H-Bomb, is offered by Ordnance, 
Washington, D. C. “The Defense Picture 
for 1954” points out that the Russian 
announcement “will not affect the figures 
presented herein,” but does mean that 
production for defense must be held high 
in 1954 and in the foreseeable future. 
The booklet provides information on cur- 
rent appropriations for defense, probable 
future rate of spending, army, navy and 
air force spending now and in the near 
future and points out that industry may 
plan on a long-range stabilized defense 
market of some 30 to 35 billion a year. 


1110/Circle on Readers’ Service Card 


Here’s help for companies 
with foreign operations 

“Overseas Business Services," by Mce- 
Graw-Hill International, New York, 
services offered companies with opera- 


lists 


tions abroad. Included services are market 


confidential reports, economic 
studies, film shooting, 


translation facilities, etc. 


surveys, 
information on 


¥& Please print or type information below 








research and media data. . 
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BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 34.9 P. L. & RB. Chicago, Il. 
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INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, Ill. 
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1111/Circle on Readers’ Service Card 


Keeping informed about 
the huge petroleum market 

Crude oil production in the U. S. is 
expected to reach the 6,550,000 barrels 
per day mark in 1953, and capital ex- 
penditures for drilling and producing may 
well reach a total of $2,600,000,000 . . 
an increase of 24% over the previous 
year. Construction of gas pipe lines is 
expected to hit $4 billion during the period 
1953-56, while pipe line facilities during 
the same period will cost $3.6 billion. 
How to keep informed about this vast 
market is described in “Better Coverage” 
brochures by Petroleum Engineer, Dallas, 
Tex. 


1112/Circle on Readers’ Service Card 


Market data on hard goods 
industries market 

A market data booklet on the hard 
goods industries as a market for engineer- 
ing materials, parts, finishes and mate- 
methods is offered by 
New York. The 


rials-processing 
Materials & Methods, 


Z. 





™ 


booklet discusses the influence of tech- 
nical and engineering men on materials 
selection and _ specification; the facts 
needed by materials specifiers before they 
can make materials decisions and other 
data useful in appraising the market. 


1113/Circle on Readers’ Service Card 


Round-up gives basic facts 
of western metalworking market 
A 16-page statistical analysis of the 
western metalworking market, providing 
information as to the differences between 
the western and eastern markets with 
data on the size of the market for each 
area and phase of the industry is pro- 
vided in “Round-Up of Western Metal- 
working,” by Western Metals, Los An- 
geles. Also offered is a study of plant 
functions of important buyers, influencers 
and deciders in important western metal- 
working plants. (listed immediately fol- 


lowing.) 


1114/Circle on Readers’ Service Card 


Who says ‘yes’ 
in westerns metalworking plants 


No 
Postage Stamp 
Necessary 
If Mailed in the 
United States 








BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 94.9 P. L. & R. Chicago, Il. 








Readers’ Service Dept. 


INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, Il. 


Readers’ Service Dept. 
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Fact book includes usable data 
on fuel oil and heating 

A 36-page fact book containing pro- 
duction and sales statistics and a short 
history of the oil heating and fuel oil 
industry has been issued by Fueloil & 
Oil Heat, New York. Titled “A 21/2 Bil- 
lion Dollar Market,’ the book includes a 
map breaking down the oil-fired, gas-fired 
and coal-fired centrally heated homes in 
the U. S. with per cent of saturation of 
each state market for each fuel. 


1116/Circle on Readers’ Service Card 


Slidefilm designed to increase 

ffectiveness of salesmen 

A 26-page digest in pictures and text 
of McGraw-Hill’s sound slidefilm, “Plateau 
of Progress” is offered by that company. 
The digest tells how the film discusses 
advertising’s role as a high-speed, low- 
cost tool for increasing the productivity 
of the men who sell. 


1117/Circle on Readers’ Service Card 


Just how prosperous is the U.S. 
discussed in McGraw-Hill folder 

Also offered by McGraw-Hill is “Pros- 
perity in the U. S. A.” . . a series of mes- 
sages containing key facts about the ac- 
tual state of prosperity in the U. S. How 
much prosperity, who has it, and how 
deeply are we in debt are discussed in 
penetrating fashion. 


1118/Circle on Readers’ Service Card 


How purchasing agents feel 
about time spent on salesmen 

Even though they're busy, most pur- 
chasing agents believe it would be unfair 
to salesmen to limit hours for calling, 
according to a report . . “Should Hours 
for Interviewing Salesmen be Limited?” 
. . by Purchasing, New York. Time spent 
interviewing salesmen, reaction of sales- 
men to limiting hours for calling ond 
other study results are included. 


1119/Circle on Readers’ Service Card 


New Booklet contains up-to-date 
data on chemical process market 

A brand-new market data book has 
just been issued by Chemical Engineering, 
New York, with up-to-the-minute figures 
on chemical process economics, volume of 
chemical process industries production as 
compared with other industries and fig- 
ures on kinds of industrial goods and 
services used. 





City & ZONE 





*Note inquiries for items listed 
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(a) NEWS 


diser, which has been sent to deal- 
ers and distributors in the building 
field for the past year, will have an 
increase in circulation to 33,000. This 
publication digests ads in American 
Builder. 

A new rate-card is being an- 
nounced by American Builder ef- 
fective with the March, 1954, issue. 
The new minimum page rate is $850. 


Chait elected president, 
Direct Mail Advertising Assn. 
® DETROIT Lawrence G. Chait, 
director of list research, Time, Inc., 
New York, was elected president of 
the Direct Mail Advertising Associ- 
ation at its 36th annual conference. 
Other officers elected include 
Charles S. Downs, vice-president, 
advertising and public relations, 
Abbott Laboratories, North Chicago, 
American vice-president; Howard 
S. Mark, advertising manager, 
Robert Simpson & Co., Toronto, 
Canadian vice-president; Arthur W. 
Theiss, director of publicity and ad- 
vertising, Minnesota Mutual Life 
Insurance Co., St. Paul, secretary, 
and Herbert Buhrow, manager, in- 
dustrial and business book depart- 
ment, McGraw-Hill Book Co., New 
York, treasurer. 


OAR EXPRESS 


ears rHene Finer 


Black-and-white 


Cover Picture .. 


page for Air Express Div. of Railway Ex 
press Agency used provocative, staged 
photo (see cover) to attract unusual reader 
ship. Ad was among six best-read ads in 
Week. For 


1TA 


e of Business 


ELECTRONIC 


SERVED BY ONE PUBLICATION... 


Electronic 
Equipment 


INCLUDING INDUSTRIAL ELECTRONIC APPLICATIONS 


WITH A CIRCULATION OVER 
28,000 


1 INDUSTRIAL* 


11,084 


users of electronic equipment. 


2 MANUFACTURING 


10,574 


radio, television and other electronic 


equipment. 


3 LABORATORIES 


4,061 


engineering development, and research. 


4 COMMUNICATIONS 


3,105 


commercial, government and private 


applications. 


TOTAL 28,824 








98.05% VERIFIED 


name circulation...addressed to indi- 


viduals by name and title, this circulation 
is the best ever offered to advertisers. 


LIVE SALES LEADS 


ELECTRONIC EQUIPMENT delivered 
over 24,000 active sales leads from ad- 
vertising and editorial items in its March 
issue. PROOF of the highest degree of 
readership and reader interest. 


OCCUPATIONAL } 
FUNCTIONS 
ENGINEERING & TECHNICAL 


PERSONNEL 90.23% 
MANAGEMENT ... . 8.58% 
OTHER . . ee el aes 1.19% 


EDITORIAL POLICY 
1. PRODUCT INFORMATION 


2. INDUSTRIAL ELECTRONIC 
APPLICATIONS 








*A complete survey report on the Industrial Market and how it uses and buys electronic products 


is available on request 


ELECTRONIC EQUIPMENT 
Published by 
SUTTON PUBLISHING COMPANY, INC. 


ALSO PUBLISHERS OF 


METAL-WORKING © CONTRACTORS ELECTRICAL EQUIPMENT @ ELECTRICAL EQUIPMENT 


172 SOUTH BROADWAY 


WHITE PLAINS, N. Y. 


WHITE PLAINS 9-8500 
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HOW 


TO START A 
NEW MAGAZINE! 


Let Woodall tested circulation start 
you on the road to success. Let us 
tell you how we can help you as we 
helped these outstanding publications, 


@ Send for available 


reprints 


of Industrial Marketing 


Reprints of editorial features 
are offered here as a special 
service to IM readers. Please 
send number and name of 
article with exact amount in 
coins, stamps or check to: The 
Editor, Industrial Marketing, 200 
E. Illinois St., Chicago. 


Sorry, we can't handle credit 
orders under $1. We'll be happy 


to bill you for larger sums. 
ature articl 
Electrical Equipment feature articles 


industrial Laboratories 
Metal-Working 

Plastics World 

Power Equipment 

Product Design and Development 


W. P. WOODALL CO., INC. 
214 E. 125th St., New York 35, N. Y. 
cocce . R27 Sales promotion ideas : ; : 
bt at 'Y . MAIL THIS COUPON A selection from Industria! Marketing's monthly department 
: WOODALL CO., INC. ~~ Perr 
214 BE. 125 St. N.Y. G 38 R27 - wens to ogee show .. and learns about exhibiting 


a‘y 





Forecast 6.9% gain in 1953 for business paper ad volume 
k Angelo Venezian, August, 1953. 5 


Which ad attracted more readers? 
A 


election of Starct ed ad ror idustria 


Marketing’s monthly feature. $1.00 





From your current mailing lists, 
send me information about specific 
selections for our magazine: (state 
— occupations, industries, and | What 641 joutiog advertisers spend in business papers 
c May, 1953 : 


Nog are now ineing Loong industrial merchandising eral 
G. D. Crain, 


= ore ie agencies place 470,022 business paper pages 
pril, 195 35¢ 


rom! Lge advertising paid —" 
An NIAA study of 17 case histories, June 1951-Dec. 1952. 50c 
NAME | 222 How to know when to use oe agents 


y Thomas A. Staudt, Oct., 1952 


FIRM__ 


= — steps to evaluating 7. . » duds or hot ones 
ADDRESS by Sidney Clayton, Nov 35c¢ 


What advertisers _ know about industrial copy 
by Michael Stumm 


Pe rrr rrr rrr 


Eight advertisers tell se agg t _—, external publications 
by John B. Mannion, July, 











Business paper volume may hit third annual record in 1952 
by Angelo Venezian, Sey 


aig A will happen to expanded “- capacity? 
oy W. A. Marsteller, June, 1952 





How to live happily with a peer - . and vice versa 
by Howard Sawyer, Apr 19 


Your full page R21 ~ nein report . . industrial salesmen earn average $8.000 in ‘5! 
ferle man vi r 1952 ae 
message to the en on ee 
° R212 og eng | ad budgets to hit 2. 16% n ‘52 
Leading Bob Aitchison, Jan., 195: ee 
Manufacturers 11 Salaries of industrial ad managers rise in past 1] years. . 
ee industrial advertiser Dogue $150, 000 
for less than 334¢ y Bob Aitchison, Nov. and Dec., 1951. 25c 


per subscriber 
(12 TIME RATE) 


Today's cheap advertising dollar . . is it fact or fancy? 
Borden Putnam, Nov., 195]. 25 





1951 business paper volume to reach all-time peak 


- and you reach a $521 million by A. R. Venezian, Sept., 1951 
Steepirg Equipment Market! 





— to use Starch readership reports 
ERY few, if any, business moga- , Howard G. Sawyer, July, Aug., 1951. 25c 


zines represent their industries as 
completely as BEDDING! And how few, Today's sales incomes “4 get out « of mand - s Te 4 them 


if any, let you COVER all the principal by Birney Miller and B. K. Moffitt, June 
producers in an industry for such a low 


cost as this? Goemoven @ small : — to better publicity : 
advertiser may ati 1 »mbers of the Industrial Publicity Association, New York. 75c 


advertiser and dominate this fleid! 4 
How industry buys 
Fok Detailed Data See by John H. Platten, Oct., 1950 
‘ Send for media 
Industrial Marketing's date file and R196 Pore bestnegs Fanaa» can oon x ge competition 
PULDOUUCILGEIIEg copy of mog- ry William A. Marsteller, April, 1950. 2 
& Directory Number E R191 How to advertise to business men 


by Howard G. Sawyer. Selected from a 1949-1950 series of articles 





1: 


We went to a color inserts on a t cut budget 


by Cliffo ibbs, June, 194 


Mockup demonstrator me ee gulcomen' s closing ratio 
by H. W. Bluethe, Oct., 1948 


Using newspaper advertising s+ spot industrial buyers 
by Wilhelm Ferdinand, Aug., 1948. 25c 


How can I find what type to use? 
by A. Raymond Hopper, April, 1948. 25c 


Market research combats high distribution costs 


Merchandise Mart, Chicago 54 vis by Richard D. Crisp, Feb., 1948. 25¢ 
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@) News 


Readership, not circulation, 
is space buying key .. Manchee 


® NEW YorK .. The distinction be- 
tween mere circulation and pre- 
ferred readers is a subject gaining 
constantly in importance among the 
buyers of advertising, Fred B. 
Manchee, executive vice-president 
and treasurer of Batten, Barton, 
Durstine & Osborn, told circulation 
men at a luncheon given by Asso- 
ciated Business Publications — to 
mark “ABC Month.” 

“There is a growing appreciation 
of the fact that high readership 
rather than high circulation volume 
is the answer to successful space 
buying,” he said. “In our own agen- 
cy we make more and more studies 
among readers of business papers to 
measure such factors as preference, 
confidence, impact.” 

Mr. Manchee urged his listeners 
to strive for greater uniformity in 
presenting information on the mar- 
kets they serve, and suggested that 
all publications follow the NIAA 
Publisher’s Sales Presentation Out- 
line in setting forth media data. He 
expressed the hope that “the day 
will come when publishers in differ- 
ent commodity classifications will 
collaborate” in producing audience 
studies. 


Four get new positions at MG&R 
- . Collins named vice-president 


= cuicaco .. D. R. “Spec” Collins, 
formerly of Aubrey, Finlay, Marley 
& Hodgson, Chicago agency, has 
been appointed a vice-president of 
Marsteller, Gebhardt & Reed in one 
of four new agency appointments. 

Richard C. Christian, director of 
research, has been elected secretary. 
Bernard A. Beggan, Jr., formerly 
with Continental Casualty Co., Chi- 
cago, and Elaine Kortas, formerly 
with the Wall Street Journal, New 
York, have joined the agency as 
media director and associate media 
director, respectively. 

Two new agency accounts are 
Moorman Mfg. Co., Quincy, IIl., 
which will be handled in the Chi- 
cago office, and Loftus Engineering 
Corp., Pittsburgh, which will be 
handled by the Pittsburgh office. 





To Sell 


THE IRON and STEEL 
PRODUCING 
INDUSTRY 


Peeach the Buying Power 


The complete buying power of the iron 
and steel industry is “packaged” for 
you in the paid circulation of the 
Ironand Steel Engineer. Men whom you 
must reach at all levels of the industry 
rely on the editorial and advertising 
pages of their own publication to keep 
them informed. Give them data they need 
on your equipment, supplies or services, 
for your share of the market. 


Iron AND Steel 


1010 EMPIRE BUILDING 


© YOU'LL SELL MORE 


Wiwith an 


at your Expositions, Trade - 
Shows, 
Send for Free Folder 


IVEL CORPORATION 


96-22 43 Ave. Corona 68, N.Y.C. 


Sales Meetings, etc. 








WRITE TODAY FOR 
THIS NEW BOOKLET: 
"How to Sell to the 
Iron and Steel Pro- 
ducing Industry" 


ENGINEER 


PITTSBURGH 22, PA. 


ADVERTISING 
PAGES 


. . were placed in Construction News 
Monthly during 1952. These adver- 
tisers concentrated their sales efforts 
at the local level. Construction 
News Monthly's circulation blankets 
the construction industry through- 
out Oklahoma, eastern Missouri, 
Arkansas, western Tennessee, Mis- 
sissippi and Louisiana with local 
bid news, local job pictures, local 
contracts and awards, and news 


about local peopie in the industry. 


Construction 
News Monthly 


LITTLE ROCK, ARKANSAS 
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management 


forum 


a monthly im feature. 


Will ‘automatic factories’ affect 


future markets? Executives disagree 


Will the future really see the “automatic factory” where controls are largely automatic 
and manpower is reduced greatly? How soon? What effects would such a development 
have on industrial markets? To learn what top executives think about these questions, 


Industrial Marketing questioned industry executives. 


Their answers appear below: 





By Robert T. Sheen 
President 
Milton Roy 


Philadelphia 


® THE FIRST inventions of labor- 
saving devices such as the wheel 
hundred of years ago were the first 
essential steps towards an “auto- 
matic factory.” The next steps were 
the mechanization of industry and 
the change from batch to continuous 
processes. The last essential key is 
now being supplied by instrumenta- 
tion, making possible the continuous 
and automatic control of the con- 
tinuous process 

This is finding its highest order 
of development in petroleum re- 
manufacture 
highly 


fining and chemical 
Power generation is also 
advanced towards complete auto- 
mation. The automatic factory can 
be most readily achieved where a 
large volume of a single uniform 
product is to be manufactured or 


controlled, and lends itself most 
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readily to gaseous or liquid produc- 
tion. Synthetic fibres manufacture, 
however, is an excellent example 
of the progress of automation in the 
production of a solid. 

Our products, controlled volume 
pumps, are flow control instruments 
used to control the flow of streams 
of liquid in relatively small vol- 
umes, as low as three milliliters per 
hour to as high as 20 gallons per 

controlling this 
deliver the flow 


minute, and_ in 
liquid flow to 
against pressures as high as 30,000 
As they 
are capable of controlling the flow 


pounds per square inch. 


with a high degree of accuracy, 
better than 1%, our markets have 
been consistently expanding with 
the use of these instruments as for- 
mulating components of fully auto- 
matic systems. Our shipments this 
year will be eight times our ship- 
ments in 1947, six years ago. 

But an “automatic factory” for us 
to manufacture our products that 
are used in automatic 
would be highly improbable if not 
impossible, due to the variations 


processes 


and specifications for each of our 
components. We are typical of many 


A monthly discussion, 

in which industry’s top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 

and advertising problems 


other plants manufacturing instru- 
ments and equipment to be used in 
the “automatic factory.” Therein 
lies the secret of the rise of the 
“automatic factory,” and its benefit 
to our economy through raising our 
standards of living by freeing man- 
power from the more routine tasks 
to the manufacture of the tools with 
which to perform the task, thereby 
increasing our national productivity 
per unit of manpower of our labor 


force 


By H. P. Bailey 
President 


The Rotor Tool 


® ACTUALLY, there is very little of 
the ‘automatic factory” really op- 
erating today. The outstanding ex- 
ample, of course, being Ford in 
Cleveland. 

The subject is a catchy one and 
of great interest, but outside of 
chemical or process industries, there 
is very little automatic factory stuff 
going on in metalworking, because 
this requires tremendous production 
for a long period of time, and the 
actual electronic controls of these 
automatic factories are just chock- 
full of bugs at the present time. 

A more development, 
and one that is spreading rapidly, 
is a design and development of 


practical 


machine tools where the speed of 
the operation is controlled by the 
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speed of the machine which the 
operator does not control. For ex- 
ample, turret lathes with pre-se- 
lected speeds are set up by the time 
study man, the operator throws a 
lever which automatically changes 
him to the next speed and feed, and 
in that way you avoid the let down 
from manual controls. 

Allied with this type of machine 
is the increasing use of small auto- 
matics which have been designed so 
that the set-up time is relatively 
low and if the scheduling of work 
is handled correctly, the change in 
set-up between different jobs is cut 
down in time because of the sched- 
uling. 

Machine tool builders, in many 
cases, are not building any better 
machines today than they did 
eleven years ago. They don’t know 
how to put any more power or car- 
bide tools into them. We have in- 
vited a number of them to do it and 
they say they can’t. On the other 
hand, in certain fields of the ma- 
chine tool industry there will be 
new and better machines out in 
1954 and 1955. There are some new 
machines and will be more, that 
combine three or four operations 
instead of one or two but the finan- 
cial cost of this type or replacement 
is very high. 

Don’t let me discourage you, but 
I think you are toying with an in- 
triguing idea, one which is con- 
siderably over developed in the in- 
dustry press at this time. A great 
majority of manufactured items fall 
in the small lot class or in the com- 
plicated class where there are so 
many time and motions that auto- 
maticity is a long way in the future. 


By Alex P. Fox 
President 


Lincoln Engineering 


® IN THE MARKETING of our product 
. lubricant application systems 

we constantly encounter evidence of 

progress in the trend towards “auto- 

maticity” as measured by the extent 

to which automatic controls sup- 
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The responsibilities and authority of 
important men make them especially 
responsive to The Wall Street Journal’s 
business information. And this is true 
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the form of advertising. 
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include the medium that American business subscribes 
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TEXTILE MILLS 
DOMINATE 


INDUSTRIAL 


MARKETS 
IN LATIN AMERICA 


ae” 


Interior of a Chilean cotton mill, typical 

of progressive Latin factories 
From Mexico to Argentina, more 
than 3000 mills are busy turning 
out the textile requirements for 
one hundred and fifty million 
people. In many classes of mer- 
chandise they produce less than 
half the local demand. Conse- 
quently, the pressure for expan- 
sion is great. 
Yet, even to-day, and discounting 
the growth to come, the textile 
industries of Latin-America pro- 
vide by far the largest single 
field for sales of industrial 
equipment. They buy special- 
ized textile machinery, of course. 
In addition to that they buy 
equipment for materials han- 
dling, air and water condition- 
ing, pumps, motors, compres- 
sors and a broad spectrum of in- 
dustrial goods. 
Almost without exception, these 
mills consult TEXTILES PAN. 
AMERICANOS for North Amer- 
ican sources of supply. It “talks 
their language”, gives you a 
auick and impressive introduc- 
tion to the most 
important  buy- 
ers in the field. 
Full information 
and rates on re- 
quest. 


anneal 
PUBLISHING CO., Inc. 


570 7th Ave., NEW YORK 18 
LAckawanna 4-5563 
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plant manual effort and human dis- 
cretion 

Lubricant application, planned as 
a functional part of industrial lubri- 
cation, must provide for the auto- 
matic, precise and dependable con- 
trols essential to automation. 

These controls, when applied to 
lubrication, which is inherently part 
of the automation process, are in- 
corporated in what are known as 
‘mass centralized lubrication sys- 
tems,” to distinguish from the more 
prevalent methods that rely solely 
upon the individual contact of each 
bearing, manually 

Automation, in any industry, pro- 
ceeds from where advanced tech- 
nology in specialized and dependent 
areas, such as lubrication, leaves off 
Lubrication is a field or specialized 
area, the contribution from which 
can greatly enhance or hinder prog- 
ress in every phase of automation 

Yet, technical 
practice of industrial lubrication has 


advance, in the 


not kept pace with the evolutionary 
and rapid strides in the develop- 
ment of machines and materials 
upon which automation must forth- 
with rely for success. In fact, all 
modern machinery of today, des- 
tined to make the automatic factory 
of the future possible, is invariably 
designed for lubrication with equip- 
ment and by methods that have re- 
mained unchanged over the past 40 
to 50 years 

Lubricants available for lubrica- 
tion have advanced with bearing 
design, thanks to the research work 
of the major oil companies, but lu- 
bricant application, as practiced by 
80°), of industry, still relies upon 
the conventional oil can and hand 
grease gun which must be replaced 
before “automaticity” can become a 
reality 

There are several almost spec- 
tacular examples of how mass cen- 
tralized lubrication, automatically 
controlling the quantity and time 
intervals of application, make pos- 
sible true plant automation. The 
new $5,000,000 preparation plant of 
the Hanna Coal Co. near Adena, O., 
is particularly notable. Here, ap- 
plication of lubricants is automati- 
cally provided to bearings on an ex- 
ceptionally wide range of cleaning 
and processing machinery 
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MEN 
in the Pacitic Northwest 
depend on the Daily 


JOURNAL 
of COMMERCE 


FOR THEIR 
BUSINESS NEWS 


Six days a week the 
Portland DJC publishes 
the latest news about 
bids, contracts, permits, 
timber, financial, trans- 
portation—all types of 
business transactions. 


Pn ed ee 


wea, LISS 


Send for Sample Copy 


Daily Feesnabs&ommerce 
711 Southwest 14th Ave. 
Portland 7, Oregon 





Working Tool of 
Pacific Northwest Business 





A SURVEY HAS SHOWN that the sales of oil- 
heating equipment are distributed as follows— 
13.2% in the Ist quarter; 20.3% in the 2nd; 
37 4% in the 3rd and 29.1% in the 4th. The oil 
heating man is an aggressive, sales minded man 
and ready the year ‘round to gain business 

The dealers who sold 89% of the oilheating 
installations last year were those whose principal 
dollar volume was in fueloil (57%) or those whose 
principal dollar volume was in oilheating (32%) 
regardless of what other activities they might 
engage in. They also made 94% of the ‘‘service” 
calls on oilheating installations. This oilheating 
fueloil activity is easily understood, since the 
dealer has a double profit incentive--he makes 
one profit on the oilheating equipment, and then 
a continuing profit, year after year, on the fueloil 
sales. FUELOIL & OIL HEAT is edited 100% for 
this type of dealer—its entire editorial content 
is pointed for them. In no other publication can 
these dealers find sufficient editorial nourishment 
for this type of business. FUELOIL & OIL HEAT 
averages 5 to 10 major articles and many depart- 
ments, plus news, etc., whereas other publica 
tions rarely carry more than 6 to 10 articles a year 
on oilheating, and nothing on fueloil handling 


fueloil & oil heat 


HEATING PUBLISHERS, Inc. 


2 W. 45th St., New York 36, NY. 
(MUrray Hill 2-4786) 
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Lubricant is supplied from three 
stations by power-operated, 
clock controlled pumps through 18,- 
000 feet of supply line laid beneath 
concrete floors to circuits of lubri- 
cant measuring valves on each bank 
of machines. 


time 


The entire system is 
controlled from a master panel in- 
corporating both pressure and cycle 
recorders. 

The development of plant auto- 
mation is necessarily dependent ona 
corresponding automation of lubri- 
cant application. 
in this 
tion,” as it is termed, for the 
monkey” with his oil can. 


There is no place 
“second industrial revolu- 
“grease 


By Ray H. Sullivan 
lice President 
‘ord Motor Co. 
Dearborn, Mich 


® wE at Ford look upon ourselves 
mainly as automotive manufactur- 
ers, not as social scientists or proph- 
ets. We have done some pioneering 
in the field of automation, 
we believe it is good business to do 
so. I might add that our belief has 
been vindicated, and that wherever 
it is feasible, automation will be 
used in the expansion or modern- 
ization of Ford facilities. 


because 


mechanization is in- 
evitable if our economy is to go on 
expanding. We at Ford see no rea- 
son to fear even the long-range ef- 
fects of automation. In fact, we 
think the prospect is very encourag- 
ing. 


Increasing 


believe that automation will 
create more, not less, jobs in indus- 
try, service and distribution. For 
example, the growth of automation 
will create many new jobs in the 
electronic, machine-tool and other 
industries engaged in building new 
automated factories. Those indus- 
tries, in turn, will have to expand 
their own facilities in order to meet 
the growing demand, and that in 
turn will provide jobs in the indus- 
tries which provide the tools and 
plants for the electronics and ma- 

chine tool industries. 
Sontinued on page 184 








—for long 
day-after-day 
production runs— 


—for difficult 
highly- specialized 
applications 


Meyercord Laboratory and Production Experience — 
PLUS Unexcelled Service—to Serve You Better! 


Sometimes we are too prone to 
tell our friends about the spectac- 
ular achievements of Meyercord in 
solving those “impossible” decal 
transfer applications... like the 
new E-51 aircraft decals that re- 
sist up to 900 degree temperatures 
of jet engines, as well as the rav- 
ages of strong solvents and aircraft 
fuels. Specialized decal applica- 
tions are a mighty important part 
of our business... but we're still 
first and foremost in the business 
of supplying standard Meyercord 
nameplate and identification decals 
fora multitude of products. Wheth- 
er you make typewriters, appli- 
ances, electrical conduit... any 
product that is turned out on long- 


ADVERTISE, 
IDENTIFY, DECORATE 
WITH 
MEYERCORD DECALS 


DEPT. L-308, 5323 WEST LAKE STREET 


time production runs, be sure to 
investigate the advantages of 
Meyercord decal transfer wniform- 
ity, fine quality and unbeatable 
service On your production line. 


Send for This Manual of MEYERCORD 
DECAL NAMEPLATES 


Shows hundreds of uses for durable, wash 
able decal nameplates... as trademarks, 
instruction charts or 
& diagrams—in any size, 
colors, or design 
Tells how Meyercord 
Decals can help you 
cut costs and speed 
production. This 
manual is FREE. 
request tt on your 
business letter- 
head, please. 


CHICAGO 44, ILLINOIS 


REACHES ALL THE DEALERS 


IN THE RICH, PROGRESSIVE UPPER-MIDWEST 


100% coverage of all 4,000 aggressive retail lumber, 
building material and coal dealers in 5 state area 


Two official Lumberman’s Association 
(1) Northwestern—covers Minn., Wis., 
Dakota. (2) lowa—covers all of lowa. 


1013 4TH AVE. SO., 
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GAS HEAT CONTROLLED CIRCULATION 
REACHES THE RIGHT PEOPLE 
GAS HEAT during the current period is reaching 
7,500 to 8,000 dealers (depending on gas restric 
tions) many of which are bulk subscriptions 
bought by local gas companies to help educate and 
Stimulate the local dealers to sell more equipment 
so more gas will be consumed. Also 1,200 gas com 
panies, 700 wholesalers; and 1,600 manufacturer: 
of equipment and accessories. Here is 
a group selected for their undivided interest in 
one subject heating by gas. There is no waste 
here for advertisers, for GAS HEAT has the editorial 
content, the active atmosphere that interests its 
readers. Your advertising will supplement this 
editorial content and attract the same interested 
attention from the men who are members of the 
ever growing gas heating industry 
SPECIAL ISSUES 

March Statistical and Review Issue 

June “Convention in Print’ Issue (National Gas 
Heating Dealer Convention sans-travel expense) 

August Directory Issue (All manufacturers of 
equipment parts and materials) 

October Convention Issue (AGA and GAMA) 


GAS HEAT 


HEATING PUBLISHERS, Inc. 
2 W. 45th St., New York 36, N.Y. 
(MUrray Hill 2-4786) 
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REACH THIS MARKET OF 30,000 
READERS THROUGH THE 


American 
/nginecr 


American Engineer 
1121 FIFTEENTH ST., N.W. 
WASHINGTON 5, D.C. 
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The effects of automation should 
reach out through the whole fabric 
»f our economic and social life, rais- 
ing our living standards at a rate we 
haven't even imagined yet 

Since the growth of automation 
will be evolutionary, and not rev- 
olutionary, it should have no abrupt, 
harsh impact upon our working pop- 
ulation . . no more than the gradual 
shifting of employment from dying 
industries into new industries, to 
which we are thoroughly accus- 


tomed 


H. C. Buckingham 


ier 


® HOW SOON INDUSTRY can develop 
“automatic factories” is a difficult 
question to answer. The last 50 
years have seen remarkable prog- 
ress in this direction and World Wai 
II, of course, added tremendous im- 
However, it is unlikely that 
factories” 


petus. 
completely “automatic 
will be developed in the near fu- 
ture. There are too many problems 
of machinery development, product 
simplification and plant layout that 
must be solved. 

The eventual realization of “auto- 
matic factories” will undoubtedly 
have a tremendous effect on mar- 
kets for Thor products. Just as the 
development of assembly line man- 
ufacture of automobiles resulted in 
lower costs and, eventually, wide- 
spread usage, so will improvements 
in production efficiency __ reflect 
themselves in the market for home 
appliances. 

We, here at Thor, have made sev- 
eral important steps along this line 
The Thor foundry is the last word 
in efficient layout and operation, 
and manpower has been reduced to 
a minimum. These developments 
have enabled us to pass production 
savings on to consumers through 
our line of home appliances, and 
have, of course, expanded our po- 
tential markets 


UK 
HER. 


when you 
want to reach 


ELECTROPLATING 


and 


RELATED MARKETS 


METAL FINISHING 


covers them all 


For 50 years, a steady-growing readership 
of men who direct, control, supervise or 
purchase the equipment, supplies and 
processes of electroplating and allied 
industries. 


LOOK TO: 


381 Broadway, Westwood, N. J. 
742 S. Hill $t., Los Angeles 14, Calif. 


for Name Plates 
that help sell! 


t 


Arr you satisfied with 
your product’s identification? Sales and 
advertising men know how valuable a 
sparkling name plate can be. Let us help 
you create standout identification that 
reflects your product’s quality— marks 
it for more sales. Send a rough sketch 
or blue print for design suggestion and 
quotation, Write for your copy 
of “Etched or Lithographed 
Metal Products of Quality” 
with full color examples of our 
name and instruction plates. 


CHICAGO THRIFT—ETCHING CORPORATION 
1555 N. Sheffield Ave., Chicago 22, Iill., Dept. G 
SUBSIDIARY OF DODGE MANUFACTURING CORPORATION, MISHAWAKA, IND, 
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I personally feel that American 
ingenuity and “know-how” will 
continue to improve our present 
methods of production, with result- 
ing improvement of products and 
standards of living. 


By M. H. Taylor 
President 
Taylor Fibre C 


Norristown, Pa 


® THE TERM ‘automatic factory’ has 
been used at great length during re- 
cent months but I believe that a 
practical analysis of available facts 
will prove conclusively that the 
realization of true push-button op- 
eration is still a long way off. 

While it is true that instrument 
and computer manufacturers have 
made great strides in recent years, 
I believe that months and months of 
intensive research still are required 
before we know even what meas- 
urements will be critical in order to 
determine necessary controls. 

Insofar as the markets for Taylor 
Fibre Co. are concerned, increased 
automation will most certainly pro- 
duce an increased demand for our 
products from almost every segment 
of American industry. Within our 
own plant operations, we continue 
to take advantage of advanced pro- 
duction techniques . . all of which 
increase our productive capacity per 
man hour rather than decrease our 
needs for manpower. 

Just as the Industrial Revolution 
failed to materialize as a threat to 
the employment of manpower, I 
thoroughly believe that further 
strides toward the realization of the 
automatic factory will mean ever 
increasing benefits for workers at 
all levels rather than the elimina- 
tion of workers and a resultant mass 
unemployment. We, at this com- 
pany, look forward enthusiastically 
to further utilization of advancing 
technology which will help all of us 
within our company to work under 
more ideal conditions, produce bet- 
ter and better products, and earn a 
higher rate of take-home pay. 8&8 





This is to express, again, 
my sincere thanks to all those 
who have contributed so greatly 


to the continuing success of 


PRODUCT DESIGN & DEVELOPMENT. 


With the October issue, 
PD&D completes its seventh year 
in which each month has 


shown advertising gains 


over the corresponding month 


of the year before. 
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Uplift . . Heavy 
finished jet engine 


GE takes nine days to shoot 
ad photo of 8,854 jet parts 


® AS SUMMER waned, G. M. Basford 
Co., New York agency, got an in- 
spired copy idea and in various 
stages of its execution probably 
regretted it 

The idea was conceived for Bas- 
ford’s client, the Apparatus Sales 
Div. of General Electric. 
to demonstrate to the tax-paying 


Purpose: 


public, including the customers, 
how much skilled personnel and 
complex engineering is required to 
build jet engines for the armed 
forces. The idea: an ad with a big 
photograph showing every separate 
part in a jet engine and every per- 
son who helped build it. As _ it 
turned out, that’s a lot of parts 
and a lot of people 

GE quickly approved 
ing personnel tackled the formida- 
ble task of promptly checking and 
collecting the 8,854 parts and pre- 


Engineer- 


paring an accurate list of 87 trained 
men and women who participate in 
building a J47 engine. 

Nine hectic days later the picture 
was set up and taken. In that time, 
a mountain of details was sur- 
mounted including finding a con- 
venient location near the assembly 


line, building a ramp, hanging 60 
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yards of carpeting backdrop, col- 
lecting the parts, placing 50 re- 
flectors and flashes, and on the final 
day assemblying the right people at 
the right time. 

Result: the unique photo in the 
ad below, which appeared in Life 
Sept. 7. 
going to 


Some 17,000 reprints are 
Congressmen, military, 
government agencies, civic leaders, 


GE sales offices and customers ® 


Unusual Ad.. | 


Experiment .. Arrangement of myriad 
rts took experimentation looring’’ was 


foot lenath f 


All Set . . Crew congratu 


I 1¢ 


87 KINDS OF SPECIALISTS, 8854 PARTS 
BUILD G-E JET ENGINES FOR AIR DEFENSE 


ee ee oe 


note keyed diagram, top right 





Agency changes. . 


Ross Roy, Inc. . . 


nied nana 


William A. Hagerman 


McCann-Erickson hi 


Fuller & Smith & Ross . . 

been named the 

Lathe & Tool , incin i 

Redhead will be account executiv DAILY Buying decisions are based on... 


DAILY Trade News and... 


DAILY Exposure to 
HELPFUL ADVERTISING 


Over 30,000 purchasing, management, and operating executives 
in the metal trades who believe in accurate timing read AMERI- 
Poorman, Butler and Associates . . Munci CAN METAL MARKET five days each week. They make 
agency, has opened an Indianapolis off | daily decisions. There’s no delay—they buy today! 
wt S14 East Drive, Woodruff Place To sell today to the world’s most active industries, advertise 
C. Greig, forme tia with Spencer Curtiss in AMERICAN -METAL MARKET, the only metal-trade pub- 
indianapolis, will head the oifi lication geared to keep pace with the tempo of the times. 


Carter Advertising Agency . . Kansas City, -, 
Mo., has been appointed to handle ad- | 
vertising for U. S. Safety Service C W 


Kansas 


R. K. Gaster . . Ke 


ment for industry Ask for AMERICAN METAL MARKET’s unique story—find out 
Why today’s metals, machinery, equipment buyers can't wait. 
Cornelius Du Bois and Joel McPheron . . Why AMM carries a large number of exclusive advertisers and a greater 
have been elected vice-president: seve! volume of metals advertising than the combined total of several weekly and 
Advertising, New monthly metal trade publications. 
Why many leading companies have continued advertising in AMM for 10, 15, 
25 years and even longer. 
Why AMM’s fully paid circulation has more than doubled in past 10 years... ABC 
statement 3-31-53 shows 6 months avg. of 11,454 subscribers at $20. each per annum 


peen aire 


Mr 


Why AMM is the fastest, most direct and most economical advertising contact 
Ben A. Weil . . who formerly managed | between you and your metal-trades market. 


his own agency in Corpus Christi, Tex YOUR SHORTEST, FASTEST ROUTE FROM FACT TO ACT 


has 


ces =—)=)=—(AMERICAN METAL MARKET, 


Since 1§99 The Daily Newspaper of 
the Steel and Metal Industriés 


18 Cliff Street New York 38; N.Y 


C. James Fleming, jr., Allen F. Flouton 
and Jack Rees . . vice-presidents and 


Fred de P. Rotherme 


Philadelphia Museum 


eee WHAT'S GOING ON? 





if you wish to reach the 


George Wichterman . . formerly 


Clippings from the business press, 
farm papers and consumer maga- coal trade use 
zines can keep you posted on what's 
if cage : , going on. The 2,272 publications we 
Neal D. Ivey agency, has joined the media read are listed in the 192-page a aay 
~ ~" oT A § 
staff of John Falkner Arnd Philadel Bacon’s Publicity Checker in 99 The. ON} | (f Yi Alt / 
phia market groups. 0) /s (| N } 
Ask for free copy of Booklet No. 50 : ee a eee 
“Magazine Clippings Aid Business” CHICAGO - 
Ew 
John ve mee , Order Bacon's Publicity Checker on Approval Manhattan Bidg Whitehall Bidg 
mont, Heller & Sperling, Reading, Pa., has Price $6.00 — it will soon save its cost. 
been pr 


for over 67 years the leading 


BACON’S CLIPPING BUREAU journal of the coal industry 


343 So. Dearborn St., Chicago 4 


agency 





November 1953 /187 





Pus Coverage 


For Your GROWING 
Southern Markets 





1. ADVERTISING AND MARKETING 





Southern Advertising and Pub- 


lishing. Covers advertisers, sales and ad- 
vertising managers and their advertising 
agencies. » 


Y 
BAKING ~ 








New South Baker. Founded 1910. A 
welcome aid for the rapidly expanding South- 


ern baking industry. - 


FOOD PROCESSING 








Southern Food Processor. 
Reaches the leading processors, packing in 


cans, glass and frozen packages. 
.9 packag a7 
ce 


4. GARMENT MANUFACTURING 








Southern Garment Manufac- 
turer. Spokesman of and friend to this 
two-billion-dollar Southern giant. 

,, 





FERTILIZER 





Commercial Fertilizer. Founded 
1910. Leader in the mammoth fertilizer in- 
dustry, national and international coverage. 





6. JEWELRY 





Southern Jeweler. Jewelers in the 
South share generously in rising Southern in- 
comes, Full coverage of retailers and whole- 
solers. 





7. PULP AND — 





Southern Pulp and Paper Man- 


ufacturer. Notional circulation, intensive 
coverage of the South's expanding paper and 


pulp industry. - 





PRINTING 





Southern Printer. Reaches commer- 
cial printers and newspaper mechanical 
superintendents. 


9. STATIONERY AND OFFICE EQUIP. 








Southern Stationer and Office 


Outfitter. Full coverage of leading sta- 
tioners and office supply houses. 


ABERNETHY PUBLICATIONS 


ERNST H. ABERNETHY, President 
|75 Third Street, N. W., Atlanta, Ga. 
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VY 


November 


8-11..Eighth Annual Conference 
& Products Exhibit, National 
Institute of Governmental 
Purchasing, Netherland Pla 
za Hotel, Cincinnati. 


- National Office Man 
Association 1 Conference 
& Exposition, Shamrock H 


tel, Houston 


igement 


ment ohow 


-Eighth All-Industry Refriger 
ation and Air Conditioning 
Exposition ve] | 
Auditorium 

8-11 


New 


March 


22-26 
April 


December 


3-5..Illinois Retail Farm Equip 
ment Association, Morrison 
Hotel, Chicago 


ic, Exposi 

f ay Techniques 
Services, Hotel New 
Yorker, New York 
- Exposition of Science and 


Industry, Mechanics Build 
ing, Boston 


January/1954 


8-ll.. 
9-12 

Chicag 
Society of Automotive Engi 
neers, Annual Meeting and 


Engineering Display, Cadil 


.- National 


23-26 .. 


19-24.. 


shows 


Cteys] 


lac and Statler Hotels, De 

troit. 

Plant Maintenance Show, In 
ional Amphitheatre, 


Farm Show 

‘leveland Municipal Audi 

torium and Exposition Halls 
sland 


areat Lakes 


ithwestern Lumbermen’s 


Association 


Municipal Au- 
Kansas City, Mo. 


jitorium, 


February 


Auto Accessories 
Exposition, Navy Pier, Chi- 
cago, ~ 


.- Western Metal Congress & 


Exposition, Houston. 


ar : 
National ¢ 


‘5 A 
Office M 


National 
Dealers Associati 
Louis. (exact date 
nounced as yet 


.- American 


Control, 


LOuIs 


NY } 
Nationel Associati 
pla In Jiistries 
play Industries 


Yorker, New Y 





Advertiser Changes. . 


Bruc 


A Sales Tip for You... 


Chicago Ragravers . . is the new name | . < 
{ Stearns & Chicago photoengrav 
pounced in a series ct 10 adh in the ways i 


HEINN HELPS YOUR 


y 


\ 


SALES DEPARTMENT [ 
CUT ORDER LOSSES and Wi) 


: . 1 
e C. Elliott . . has been appointed MAKE MORE SALES l 
hea 1 f the newly f rmed Axe ls tke 


2ison market 


x. , 
department of Axelson Mfg 


wrees 
° 


Barry G. McCabe . rmer advertising Koray = 


man 


lV 


been 


, if } sacelae 
1ger, Industrial C< ruction Materials st 


wens-Corning Fiberglas Cory 


i : i ‘ 
ippointed advertising and sales fit GRAY? 
ay ge | ~ cane ctr) 


n manager, W. H. Anderson C 


San 
*HU» 
PRe 
« Rx, 
x os 


stributor of heavy construction 
He succeeds Wilbur Walter, 


ined the company’s sales force 


Robert A. Powell . . wh 


man 


eer ys asok vy ee epee . 
with Minnesota Mining Your salesmen make more calls and close 


been promoted on s more orders with catalogs that stay up to 
date and in sequence, 


Sales correspondence becomes easier when 
selling material in the field is as new as 


Rodney E. Sagendorf . . has en a} ; : your latest improvement or price change 


pointed administrative 


Newbery, director 


Your customers know you're on the move 
when you “make news” by issuing frequent 
catalog inserts 


If your business is typical of most, 25% of 
your accounts give you 75° of your vol 


ume. Heinn helps you give complete cat 


John E. Rowe .. has been appointed vi \ y alogs to important accounts and special 


pres) 


? ; : editions or sections to others. 

lent in charge of industri 

ns, Binks Mfg. Co., Chicag le é You eliminate huge repeat runs of tight- 
rs pound catalogs. 


Protecto Process, the patented method of 
i thermal embossing, gives your cover the 
T. Sloane . . former director of ad Ce exclusive Heinn “3-D look.” Your cover 


: ) ms ecome : » ‘ve 
19, edles grometion an itn. ro f becomes the best ad you ever had. 


William T. McCormick . . has been a; 


pointex 


ng pr 


f 


Tel-Autogr Cor V : ev 1029's 1 j 

é iT} ho i Most of America’s industrial leaders buy 
appointe dvertising and sales ‘ —= : . 
ippointed advertising and sal Heinn for these advantages—and enjoy the 


aNAMaNA OF): (LNAN AES hi Representatives in lowest operational cost per unit per yea 


Principal Cities 


Originators of the Loose-Leaf System of Cataloging 


i P } a SE EE Ee OS SD OD Se OS SE Oe Se SS OF Oe OD Oe OF OS OE OE OE OE OF EE OD OS OD OS Oe Oe OD GD OS Oe Oe OD Om Oe Oe Oe OS Ge GS GE OS GS GS OS ae ae a ee 
1avertising manager of the [ 


i lu s division, L. Sonneborn S s THE HEINN COMPANY jl This 
New York. He was formerly with the ad 322 W. Florida St., Milwaukee 4, Wis. al 
ee ee Information, please. Co upon 


C) €atalog Covers (C) Salesmen’s Carry-Cases [1] Salesmen’s Binders 


D. B. Craver . . general manager of sales C) Proposal Covers C) Price and Parts Books C) Plastic Tab Indexes 


America 


elected 


q &. 


charge 


tile lag gis iia ge C) Easel Presentations () Acetate Envelopes C) Sales-Pacs 
an Can Co., New York, has been C) Sales and Instruction Manuals () Business Gifts as Goodwill Builders 


fe so mnt in char of sales NAME TITLE 
wyn, formerly vice-pres 

a npn COMPANY 

ining ADDRESS 

CITY 
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Test yourself 


for this 
promotion 


Avency trained? 
Prefer both copy and contact? 


Essentially creative; analytical, ob 
jective in approach to advertising ? 


Realize high grade industrial ad 
vertising demands more than con 
sumer? 


Spend hours to get copy right, 
double-check all detail? 


Want more money, but also happy 
work, surroundings, people? 


Ready to put down roots in mid- 
west, become one of younger group 
slated to take over senior respon- 
sibilities and agency ownership 
before too long? 


If you answer “Yes” to all 7, and are 
not over 40, write us in detail. If you 
have had experience with heavy con- 
struction or material-handling equip- 
ment, describe fully. 


Box 494, 
Industrial Marketing 
200 E. Illinols St., Chicago 11, Ill. 











EYE-STOPPER 
INTERNATIONAL 
TRANSPARENCY 


Semi-permanent 


will adhere 
perfectly, remain 
bright 
and attractive 
for years— 
washable 
MC LEPTS LIM 
allows 
light to 
penetrate for 
day and night 
“illumination” — 
message can be 
seen from inside 
‘ and out 
Quick and sy to apply as 
@ postage stamp—no soak- 
ing, gluing or taping. 








Doors SHOWCASES 
write for free full color 





brochure and samples, today! 


International Transparency Co. 
310 Lakeside Cleveland 13, Ohio 


190 / industria Marketing 


Media changes. . 


Industrial Heating 


ite effe 


Donald H. White . . { 


» ~ 
Age, zreenwict 


Surveying and Mapping 


wew rates, ene ive } 


Miller Publishing Co. . . Minnea; 
1dd a new publica 
of four 
al and 


lated for ¢ 


Kenneth Syfrit . . 


Phi 


L. C. McDowell . 


jepartment 


Nort Baser 


A 
Amer) 


ea r 


Thomas F. C. Quinn 


ient 


Frank Griswold and Jack Biedenkapp 


have been appointed advertising manager 





FOR RENT 
732 S$. Sherman st floor 
10,000’ sprinkled 250# floor. 
Call TAylor 9-7393 














PHOTO-REPORTS 
ON PRODUCT APPLICATIONS 


Nationwide organization of 500 capable Photo- 
Reporters provides effective way to obtain 
on-location photos, reports ani releases for 
advertising, editorial and research purposes. 
for more information write or phone 
SICKLES PHOTO - REPORTING SERVICE 
38 Park Place, Newark 2, N. J. 





Statement of the Ownership, Manage- 

ment, and Circulation Required by the 

Act of Congress of August 24, 1912, as 

Amended by the Acts of March 3, 1933, 

and July 2, 1946 (Title 39, United States 
Code, Section 233) 


Of Industrial Marketing published monthly 
at Chicago, Illinois, for October 1, 1953. 

1. The names and addresses of the pub- 
lisher, editor, managing editor, and business 
managers are: 

Publisher, G. D. Crain, Jr., Evanston, III 

Editor, S. R. Bernstein, Chicago, III 

Managing editor, Merle Kingman, Morton 
Grove, Ill 
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Mine Operators 


vo COAL MINING. 


the paper worth reading” 





Advice on methods, notes on equip- 
ment, personnel news keep coal 
operators reading COAL MINING 
month after month, year after year. 
Everywhere, coal men are saying, 
“COAL MINING is the paper 


worth reading.” 


To sell top men in coal mines... 
strip, shaft... anthracite, bituminous 


. advertise in COAL MINING. 


A-7178 


- COAL MINING > 


4575 Country Club Drives Pittsburgh 27, Pa. 
Serving the coal industry since 1899 











want to reach 


THE INDUSTRIAL 
COATING MARKET 


ORGANIC FINISHING 


has complete coverage 


For 50 years, a steady-growing readership 
of men who direct, control, supervise or 
purchase the equipment, supplies and 
processes of surface treatment with paints, 
lacquers, enamels and varnishes. 


LOOK TO: 


ond industrial 
381 Broadwoy, Westwood, N. 4. 
742 S. Hill $t., Los Angeles 14, Calif. 
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since 1903 devoted te 
nee exclusively te electroplating 


Which ad 
attracted 
more readers? 


® surpRISE! Norman Rockwell, suc- 
getting the 
populace to cluck their tongues in 


cessful as he is in 


approval of his covers on The Sat- 
urday Evening Post, attracted the 
notice of only half as many readers 
as did MacWhyte’s staid photos and 
hard-working captions. 

Why? MacWhyte’s photos were 
static . . but so are the counters in 
the five-and-ten cent stores. Mac- 
Whyte . . that’s MacWhyte Co., Ke- 
nosha, Wis. 
products that, although static, ap- 


. pictured an array of 


pealed strongly to the interests of 
many Steel readers. In fact, the 
slings and assemblies pictured have 
interest even to the layman. Which 
may help prove that, although ac- 
tion is wonderful, an appeal to buy- 
ing interests is even more wonder- 
ful .. and more important. 

Three other 


were 


reasons the photos 
their (1) 
simplicity, (2) clarity and (3) va- 


interesting were 
riety of subject. The simplicity and 
clarity was carried through to the 
captions, which for once didn’t need 
to take time for reasons why but 
stressed the appeal of the photos: 
variety of items, sizes and strengths. 
The layout was strong and clean, 
which enabled it to shout without 


MacWhyte 
Seen- 


Noted Assoc. 


Below is 
the answer 
to the problem 


on page 86 


being at all offensive. 

The ad for John A. Roebling’s 
Sons Corp., Trenton, N. J., came 
off a distant second best probably 
for several reasons: 

1. The illustration, although the 
familiar style of a well-known il- 
lustrator, was not really related to 
the product. Usually, Starch studies 
show, this hurts. 

2. Roebling offered one point 
“it costs a lot less on the job than 
any other” . . and failed to prove it. 

3. Neither the illustration nor the 
headline identified the product. 
This makes it a “teaser” of a sort. 
Some studies show that, in business 
paper ads, it doesn’t work. “Label- 
ing” your product quickly helps. 
(See “New Readership Study Licks 
Variables, Gives Data on Ads,” IM, 
Sept., 752). 

As is common with ads carrying 
“teaser” type headlines, the Roeb- 
ling ad attracted a relatively large 
number of readers who read most 
of the copy . . and wasn’t far be- 
hind MacWhyte on this score. Read- 
ers who are stopped by the headline 
virtually have to read the copy to 
find the answer. 

Scores, reported by Daniel Starch 
& Staff, Mamaroneck, N. Y-.: 


Roebling 
Seen- 


Noted Assoc. 





© Noted eno 


readers who, when interviewed, said they 


remembered having seen an ad—whether 
not they associated the ad with the 


name 


f the product or advertiser. 


S$) Seen-Associated denotes the per 
1} 


sent of readers who said they remembered 


‘iated it with the 


Cost Ratio tells the relationship between 
the cost per hundred readers (who “noted,” 
for example) for a specific ad and the 
nding median average cost for 

e ads in the same issue. A “Noted” 

atio of 175, for example, would mean 


700 


ad “stopped” 75% more readers 
llar than par for the issue, par being 
representing the median average 
above 100 is above 

w 100 is below average. 





and more manufacturers selling these markets 
use /. H. than any other publication! 


Reach over 16,000 Operating Officials and Executives, Plant 
Superintendents and Shop Foremen, Production Managers, 
Plant Engineers, Metallurgists, Chemists, Combustion and Fuel 
Engineers, Heating Specialists and Heat Treaters through I. H. 
Industrial heating, as a market, is now in a period where 
industry is reappraising all manufacturing operations that 
involve the use of heat, with a view of immediate and exten- 
sive replacement by modern equipment... and I. H. reaches 
every man concerned with industrial heating operations .. . 
100°2 coverage, regardless of classification. 


I. H. Produces Results . . . Because I. H. is the only publication 
editorially specializing in all the industrial heating processes 
and equipment needed in the manufacture, finishing, process- 
ing and heat treatment of metals and other products, adver- 
tisers have found that I H. can and does move large and 
small equipment, accessories, materials and supplies 
economically in all classifications. 

On the right is a partial list of the products I. H. has success- 
fully sold. Write today for specific recommendations on how 
to sell your products most effectively through I. H. 





If you make these products 
sell them through 


INDUSTRIAL HEATING 


Industrial Furnaces of all kinds . . Heat 
Treating Furnaces . . Forging Furnaces 
Melting Furnaces .... Draw Furnaces 
Billet Heating Furnaces . . . Normalizing 
Furnaces .... - Galvanizing Furnaces 
Soaking Pits .... Annealing Furnaces 
Open Hearth Furnaces and Accessories 
Recuperators . . . . Galvanizing Kettles 
Rod Bakers . Dryers . Industrial Ovens 
Air Heaters . Dust Collectors . Ventilating 
Equipment . . . Spray Booths . . . Kilns 
Induction Heating . Burners . Pyrometers 
Valves Industrial Thermometers 
Gauges and Meters Controllers 
Thermocouples . . . . Heat Exchangers 
Heat- and Corrosion-Resistant Alloys 
Retorts . Handling Devices . Conveyors 
Blast Gates . . Refractories . . Insulation 
Insulating Refractories 

Exhausters . . . Blowers . . . Boosters 
Melting Pots 
Salt Baths Immersion Heaters 


Carburizing Boxes 


Quenching Machines . . . . Quenching 
Compounds . Heat Treating Compounds 
Fuels .... Fuel Pumps... . Strainers 





INDUSTRIAL HEATING 


1400 UNION TRUST BLDG., PITTSBURGH 19, PA. 
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Age 


Make Your Salesman’s Calls Four Times as Productive 


... uith sales leads from your advertising 


al I 


| . 1] ' Ler \ ’ 
Salesmen sening O 1 naustfial é averaye 


9 orders per 100 cold calls jumps CO 


8 orders per LOO calis when th t ha d 
! 
Company § Catalog ¢ 
, , 
n other words: 7f your ad tising draws inqui and 7f you 
ollow up those inquiries, your salesman s chat vetting 


ler when he makes his call are tour times as good. You 


to make tour times as many sales 


Because ota Lrowing recogxmition ot the value ot INQUITICS 
in selling to the aviation market, more and more advertisers 
are turning to Aviation Age. For Aviation Age consistently 
develops more inquiries for its advertisers than all other 


aviation magazin bine ped sal of more than 93,000 


] 
ustry can even approach this 
ctiveness. Ask your own sales depart 


ts record of leads from Aviation Age 





